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By Using The 
Fashion Floodlite 


This inexpensive unit will flood your win- 
dow with colored or white light and at the 
same time concentrate a spot of light on 
any article you may desire to bring into 
prominence—the possibilities for beautiful 
lighting effects are unlimited. 





THE FASHION FLOODLIGHT will produce artis- 
tic, decorative effects that will make your display ; ' : ; 
worthy of attention. Every progressive merchant It will add that little bit of life to your dis- 
will want the FASHION FLOODLIGHT It is Play that is so vital in making the passerby 
being bought eagerly everywhere. stop and look. 


All wiring and connecting plugs are included with the outfit. It is complete in every detail and 
requires no additional expense for assembling. Just insert a standard 200-Watt “C” lamp. Screw 
the universal fixture to the ceiling or the wall, plig in socket and your light is ready to work for 
you and increase your sales—and it really does that! 





PRICE complete with five feet of wire and plug Complete with cslor-frame and five sheets 
(without color unit) Co‘ored Gelatine— 


$7] 3:25 $1 6°° 


(Globe Not Included) 












The Brieloff Spotlite 


Used in decorative lighting for producing a compact con- 
centrated spot of light upon a special part of the display. 
A very beautiful decorative effect will be obtained by using 
the BRIELOFF SPOTLIGHT. 











Complete with asbestos wire and connecting plug, and five 
sheets assorted colored gelatine. 


PRICE $2 5:00 






Your order will receive every possible care and attention. 
‘ Literature Upon Request. 
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Pages noted opposite your 
name contain valuable infor- 
mation. Read and pass on to 


next name designated. 


























THE DISPLAY WORLD 














Clever Arrangement for 


Shirts and Shirtings on Gothic Period 
By HANSEN, Clayton, Detroit. 


Period Design Display Fixtures help greatly in 
making window displays of merchandise value 


eo wid 
: : Hugh Lyons& Co. 


Lansing, Michigan 






SALES OFFICES 
New York—35 W. 32nd St. 
217 W. Jackson Blvd. 
52 Chauncy St. 
Baltimore— No. 1 N. Eutaw St. 






lian Renaissance 
By LINN, Traxler, Dayton, Ohio. 
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Drape of Sport Silks on Ita 


Arrangement on Duncan Phyfe Table 
By GEHRING, Rike- Kumler, Dayton, Ohio 
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Present Activities Indicate Future Opportunities 


E may anticipate great development in the 
field of mercantile display within the next 
few years if present indications may be ac- 

| ee as a barometer of the things that are to fol- 
low. Everywhere we find a growing appreciation 
of the value of merchandise vizualization and in 
every remote corner of the country is there a gen- 
eral manifestation of its importance as a sales cre- 
ator. Merchants, who, for years, were satisfied 
with the results that a jumbled, indefinite window 
of goods would bring have been made to realize, 
through the practice of the more progressive ones, 
that the show window in these days of modern mer- 
chandising is more than an inlet for daylight or a 
convenient space in which to stock goods. It has 
come to be accepted as the most powerfully efficient 
selling medium within or without the store organ- 
ization—when utilized to present in appropriate 
manner that store’s merchandise. 

Any campaign in the interest of display advance- 
ment or expansion must have its beginning with the 
retail merchants, and that program is significantly 
described in The Display World’s plan of ser- 
vice to the display profession. The purpose and 
object of this publication is to assist in the develop- 
ment of the general display profession and the ad- 
vancement of the exponents of it, and as a means 
of accomplishing the end our program strives for a 
more general and positive appreciation and practice 
of merchandise displays by merchants. 

With the development of this merchant interest 
in display value and his active support of the prin- 
tiple in display presentations, comes, most naturally, 
a keener interest in display and a more substantial 
realization of display importance by manufacturers 
and producers, advertising and distributing agen- 
ties and those organizations engaged in the man- 
ufacturer of display equipment and accessories. As 















the merchant interest is most favorably manifest- 
ing itself so also is the appreciation of display value 
playing an important part in the selling plans of 
other branches of the mercantile world. 

During the first ten days of September this office 
was called upon to recommend display executives 
for three stores, each doing an annual business of 
more than fifteen million dollars. In addition, we 
were requested to recommend display managers to 
two of the largest distributing organizations in the 
world, institutions that previously maintained no 
office of display director. Several nationally known 
manufacturers distributing their products in every 
city and village in the country have asked our assis- 
tance in placing them in touch with manufacturers 
of fixture and decorative material. The largest 
general merchandise wholesale house in the world 
is in continual touch with this office and indicates 
that it is constantly being reminded of display 
power and as a result has established a display ser- 
vice functioning in conjunction with the Service 
Bureau of The Display World. Universities and 
colleges have incorporated in their extensive curri- 
culums courses in mercantile display. Merchants’ 
Bureaus and Associations throughout the country 
have taken progressive steps in the inauguration 
of display features at their meetings, and many 
wholesale organization have gone so far as to con- 
duct special classes in display and card-writing, of- 
fering to their clients, without obligation, the priv- 
ilige of sending artistically inclined employes to 
these schools for thorough courses. 

These are but a few of the indications of the ad- 
vancement of mercantile display, illustrating con- 
clusively the evolution that is going on at this very 
moment. It requires no great imagination to fore- 
see the result and alert displaymen will grasp the 
opportunities that will soon manifest themselves. 
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THE PRESS! 
Catalog DW-23 


showing better ideas 
and suggestions for 
your Fall Displays. 


| Baumann 
| Floral Decorations 
Backgrounds 
Set Pieces 
Special Units and 
Window Furniture 
are now being used 


throughout the 
country. 


Write for 
Catalog DW-23 





L.Baumann&Co. 


357-359 W. Chicago Ave. 
Chicago, Ill. 














FRANKEL 
WAX FIGURES 


Look Like Living Models 






The new Frankel Advance 1924 Wax Figure 
Models are beaut:ful beyond words. So 
expressive are they, that you’d really think 
they could talk. The illustration shows you 
how wonderful your gowns would look on 
them. 


The new Fifth Avenue shop of HIXBIE is 
completely. equipped with Frankel Display Fix- 
tures, Forms and Wax Figures—they are cre- 
ating a sensation. Write for literature. 





[ DISPLAY FIXTURE CO. N.Y. } 


1146 Broadway, New York City 
Established 1888 
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A Review of the Fixture Industry 


Interesting chapters in the development of the display profession have 
been contributed by members of its industry—Intimate 
word pictures of the leading fixture organizations 


No. 1—HUGH LYONS & COMPANY 
Lansing, Michigan 


prestige that comes only from distinctive 
service and quality products, backed up by 
almost half a century of activity in the field 
of display, forms the essential reason of Hugh 
Lyons & Company prominence in the mercantile 
world, and so outstanding have been the contribu- 
tions of this organization to the program of dis- 
play development that this great institution must 
be accorded a leading rank among other organiza- 
tions of its kind in the world. 

Because of this importance, and since Hugh 
Lyons fixture products are known throughout the 
land it is believed that a brief description of the 
Hugh Lyons factory and a short reference to the 
character of its personnel will prove interesting 
to merchants and display managers who have long 
since accepted the products of the Lansing house 
as the finest available. 

Officials of the big fixture house consider their 
factory a living thing, a real functioning person- 
ality, from the superintendent down to the janitor, 
and it is to the perfection of this branch of the 
institution that Hugh Lyons success is generally 
and enthusiastically attributed by executives. The 
plant operates with that spirit that insists upon 
every workman doing his particular task the best 
he knows how to do it, and not just good enough 
to get by, and here, say the officers, is the secret 
of Hugh Lyons success and the perfection in the 
products distributed by this fixture concern. 

Referring to the company’s personnel, Mr. E. 
W. Pinckney, manager of advertising and sales 
promotion, radiates the pride of the entire organ- 
ization when alluding to individual records of con- 
tinual service. He cites particularly the records 
of Ben Fry, factory superintendent, known per- 
sonally by hundreds of displaymen.. Mr. Fry has 
completed more than a quarter of a century service. 
Others who have served more than a score of years 


Wa N 








in active participation in factory and sales routine 
include Andrew Shier, considered as one of the 
best finishers in this country, and all will agree that 
fixture finish forms a mighty important element 
in the selection or purchase of this character of 
display property. Harry G. Hughes, vice president ; 
Mr. Perrine, C. B. Meyer, C. B. Glazebrook and 
F. W. Rice, have each completed more than fifteen 
years continuous service. 

Mr. Pinckney says: “Of the one hundred and 
fifty men employed in the fixture division of our 
factories the average service for each is twelve 
years. This, we consider a most remarkable record, 
and with these men we feel confident of our ability 
to build quality fixtures. The fact that these men 
have been in constant contact with the actual re- 
quirements of the customer makes them all the 
more valuable and excellently equipped to meet the 
most exacting requirements in fixture specifica- 
tions. These men, like every salesman and exe- 
cutive, are continually striving to improve our prod- 
uct and each is faithful to our slogan—‘build good’.” 

It was in the early 80’s, when men wore stiff 
derby hats, tight breeches and cut away coats, 
when everyone rode bicycles and when merchants 
were much more happier than they are to-day, with 
the exception, perhaps, of the haberdasher whose 
bugbear in business was the stiff hat, that the 
history of Hugh Lyons & Company begins. 

One wide-a-wake young chap, employed in a 
clothing store in Lansing, who believed that his 
head was made to use as well as his hands, kept his 
head exceedingly busy devising more efficient 
methods of doing business. He decided that one 
of the needed things in the clothing and haber- 
dashery business was some device that would over- 
come the difficulty of the continual bugbear and 
dread on the part of merchants of not being able to 
get a stiff hat to fit perfectly. This young man was 
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Exterior and Interior Views of the Fixture Manufacturing Plant ‘of Hugh Lyons & Co., Lansing, Mich. 
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Views of the Finishing Rooms and Metal Factories of Hugh Lyons & Co., Lansing, Mich. 
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Hugh Lyons, and he originated a device known as 
the “Lyons’ Hat Conformator’ that made it possible 
for stiff hats to be readily re-shaped so they 
would fit. 

It was no easy task to build the machine, for he 
was compelled to work at it during spare moments. 

A hammer and a hack saw were about the only 
tools at his disposal. He whittled part of his device 
out of wood and bound it together with strips of 
brass. The principle of the “conformator” he was 
building was that it would be a heating and shaping 
device—heating the shellac that entered into the 
construction of the hat and then as the hat cooled 
on the machine, it would be pressed to a correct 
shape- 

Of course, merchants raised all manner of ob- 
jections. They insisted the hats would burn up, but 
only by “sticking to it” were their objections grad- 
ually overcome and Lyons finally succeeded in 
proving the merits of the machine, to the satisfac- 
tion of all he could get to use it. Gradually mer- 
chants everywhere recognized its extreme value 
and business began to “liven up.” 

At first he had the parts of the machine made in 
Detroit and shipped to him. He would spend a 
couple of days in the week assembling the machine, 
and then would go on the road and sell those he 
had put together, sending his orders in to his only 
employe, an office girl. She would then hang out 
a sign for the expressman to stop and get the 
shipment. An order larger than usual would make 
it necessay for him to leave the road and come 
home in order to prepare another lot for shipment. 

Mr. Lyons next decided to conduct an advertis- 
ing campaign and unamimously elected himself ad- 
vertising manager. He told the story of his device 
to thousands of merchants throughout the country 
and his business began growing with astonishing 
rapidity. He finally rented the second floor of the 
building in which he was located and hired another 
man to look after the production while he devoted 
his time exclusively to the sales end. It is interest- 
ing to know that the company was established in 
1886—not exactly at the present site the plant now 
occupies—but in a small room in the building now 
occupied by the Capitol Theater. 

It was found that along with the development 
of the “Hat Conformator” merchants had use for 
displaying articles of their merchandise in the win- 
dows of their store, and in this manner attracting 
attention for the merchandise they sold. They 
built their own fixtures by the hammer and saw 
method and were eager to receive any device of 
better construction that could be manufactured for 
them at less expense than their own time consumed 


with clumsy construction and inferior finishing. . 


They had no idea of being neat and artistic with 
their work, and, as a natural result, articles of 


correct and practical design in display fixtures ap. 
pealed to them greatly. So, the humble “Hat Con. 
formator” while it might not have appealed to the 
ordinary persons, showed the way to Mr. Lyons for 
making window display equipment for merchants 
in a manner they never thought of before. 


Again in about 1900 it was found necessary to 
increase the size of the plant, and it was moved 
to its present location, securing for this purpose 
the old Potter Furniture Manufacturing Company’s 
plant, which once. occupied the present site of our 
factories. Then show case and wax figure depart- 
ments were added. 
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It was soon decided, however, that by specializ- 
ing on making window display fixtures only, suf- 


ficient field for the development of the business JUSt 


could be secured, as well as assured. This has '’S ™* 
proven to be true, so show cases and wax figures Ind 
were discontinued and wood, papier mache anijg™®"Y ¢ 
metal display and store fixtures only were made gg ict 
With the change came the development of making show 
wood display fixtures in period designs—reproduc-q "© 
tions of the famous work of master designers, whogg “@"' t 
established striking and characteristic designs form ¢ "¢! 
ages in which they lived. (William and Mary, Adami | Bet 
Louis XVI, Chippendale, etc.) This new idea ingg thin 
wood display fixtures, originated by Hugh Lyons in all P 
& Co., has become an important one in the consider-fm sale 
ation of the establishing of uniform displays in mer- "8 
chants’ windows all over the country. and or 
It is true that the design of the fixtures count , 
greatly in how they will look when placed in the ; 
windows, for the purpose of displaying merchan- ane ; 
dise, but this is not by a long way the only import- i all 
ant factor about display fixtures. Their construc- cai: 


tion is one of the biggest factors concerned, and 
it is in their construction that a real matter of 
pride is exhibited, for “good workmanship is the 
best guarantee of durability and value.” Naturally, 
the buyer is keen to inspect his purchase when he 
receives it and every imortance associated to the 
actual details of construction cannot be -in the 
slightest manner over-emphasized. Because they 
are pleased is only an indication of the success of 
the endeavor placed behind the effort of getting a 
job “just right” and building it “just as good as 
anyone knows how, and not just good enough to get 
by.” The pride of excellent workmanship is 
pleasure of business and it is very compatible with 
a conscientious effort of the craftsman himself, and 
significantly present in the Hugh Lyons & Co. 
organization. 





DIRECTS DISPLAYS FOR SPRINGFIELD STORE 


Charles J. Newell, formerly display manager for the 
Palais Royal, Richmond, Indiana, has been placed in 
charge of advertising and display at the Boston Storé, 
Springfield, Illinois. 














2S ap- 








THE DISPLAY WORLD 


9 


Re ises Display Val 
si How Buyer Appraises Display Value 
Fey Results of window presentation of merchandise closely checked by 
department head—Why it pays to have effective displays at all times 

Ty to By M. BELL BATH 
noved Buyer for Lace Depariment, Robertson's, South Bend, Indiana 
ir 
sass See |HE right kind of advertising and plenty of with previous advertising, learn much to the in- 
if it is a business doctrine accepted and in terest of that buyer and advantage to the store. 
part-f LG constant application in every progressive It has been proved to me that the show window 

and successful retail institution. Telling the people affords the best means of creating consumer in- 
jalig.gy Out your merchandise and telling them in such terest and it is right here that I make especial ef- 
suf ¢ Manner that consumer interest becomes aroused forts to play the “highest card.” When the shopping 
sinessia '° just as essential to-day as is the necessity of hav- public views your window displays it is right on 
5 has @S merchandise stocks within the store. the spot whére the merchandise is for sale, and 
gures Indeed, one cannot conceive of a store existing if there is a present or future need for the item 
anda Many days should that store refrain from all printed featured, and if it is presented under conditions 
nade DUblicity and withdraw. all merchandise from the most favorable, or in conformity with the essential 
aking show windows. Advertising is necessary and principles of display, what, may I ask, affords more 
oduc.gy tOWhere does the old advice “show them if you favorable conditions for action—for the stimula- 
who Want to sell them” apply with more force than in tion of the buying inclination? 
s for the field of retail merchandising. To be sure, the best of merchandise fails insofar 


Ci Being a buyer and in charge of a department 
’ . . . . 
within the store, I am, quite naturally, interested 


ves in all plans conceived or functioning in the interest 
sider Sales. I do, to be sure, analyze the results fol- 
mer-Mg ing the introduction of new publicity measures, 

and never fail to check returns wherever my depart- 
ount ig ment is represented in the various: advertising 
age media employed. And by such checking, analyza- 





tions and investigations much of value is to be 
learned by the interested department head. He or 
she may obtain insight into consumer demands that 
may otherwise go unnoticed and by comparison 
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Display by Carl H. Shank for The Wm. R. Zollinger & Company, Canton, Ohio 


as sales are concerned if that merchandise should 
be presented in such a manner as to obscure or lose 
the outstanding points of its beauty and practica- 
bility, or utility, but I presume, that in these ad- 
vanced days, when merchandising is not only a busi- 
ness but a science as well as an art, merchants insist 
on efficiency in that department with which rests 
the important function of merchandise presentation. 

Studying the functions of an efficient window 
display I have concluded that the display manager, 
to be successful, should be able to make his setting 
do for the merchandise on display something that 
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Display by Ralph Pfister for Grote-Rankin Company, Seattle, Washington 


will enhance its sales appeal; something that will 
immediately register its quality and value as above 
the ordinary. And in this, I believe the display 
manager has in mind something akin to the buyers’ 
search for merchandise that will add distinction and 
a mark of service to the store. 

In outlining any appreciation of store advertis- 
ing one cannot neglect the influence of the news- 
paper, granted as one of the store’s most efficient 
selling mediums. The newspaper ad is necessary 
and powerful in its influence, bringing as it does, 
thousands to the merchandising centers daily where 
they are within “eye shot” of the goods on display. 
However, it must not be assumed that the adver- 
tisement that brings Mrs. Jones to the shopping 
center will immediately bring her into the store 
featuring that ad. Nor is it at all assured that she 
will ultimately make the purchase at that store. 


Once a woman is in the business section of a city 
she is bound to look around a bit, window-shop, it 
has been termed, and while she is thus engaged 
the buying inclination will invariably manifest it- 
self. Should the article in which she is interested 
be best presented at Smith’s, with value unques- 
tioned, she will, without fail, buy at Smith’s or at 
least, offer Smith’s sales force a chance to close 
a sale, since her entrance to the store indicates the 
desire to buy, in most cases. This action results 
despite the fact that the Brown Co. announcement 
in the paper brought her to the shopping district. 

This example typifies the general shopping pub- 
lic and forms one of the most indisputable argu- 
ments in favor of display value. In other words 
merchandise vizualization is the strongest and most 
effective step in the stimulation of a desire to buy 
and the actual closing of a sale. 


<< Net 


CURTIS-LEGER OPENS PACIFIC 
COAST SALESROOM 


A new salesroom is being opened in Seattle, Washing- 
ton, by Mr. Charles T. Boyd, representing Curtis-Leger 
Fixture Co. This new salesroom is located in Room 5539, 
White-Henry-Stewart Building. 

Mr. Boyd is well known in the North-Western terri- 
tory and has traveled it for many years for Curtis-Leger. 
He cordially invites his friends to pay him a visit in his 
new show rooms and promises them a fine display of 
metal fixtures, wood fixtures, wax models, display forms, 
draping fabrics, valances, etc. 





ORVAL BULLOCK. ASSUMES NEW POST 
Orval L. Bullock has been placed in charge of the dis- 
play department of the Thomas, Slaton & Burris Com- 
pany, Electra, Texas. He was formerly engaged in the 
display profession at New Castle, Texas. 


W. A. WILSON SELECTED FOR HENDERSON’S 

Walter A. Wilson has resigned his display post in 
Codiz, Ky., to accept a position with the J. H. Henderson 
Co., Hopkinsville, Ky. He will have charge of interior 
and window display. 





LARGER QUARTERS FOR ADLER-JONES CO. 
The Adler-Jones Company, Chicago, is vacating its 
loop factory quarters and will transfer equipment to new 


location opposite the B. & O. station. Annual rental is 
reported at $13,000. 





F. H. VANDIVER BECOMES STORE MANAGER 

‘F. H. Vandiver, J. C. Penney Company displayman, 
has been transferred from Colorado Springs, Colorado, t° 
Carlsbad, New Mexico. Mr. Vandiver will manage the 
Carlsbad store and is one of the many Penney displayme® 
advanced to higher posts during the past year. 
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Giving Credit Where It Is Due 


The Dow Drug Company, having long since granted the power of 


display, gives unusual consideration to display facilities of the newest 
store of the Dow chain—C. E. Fleshman provides striking displays 


RESENTING the last word in store archi- 
tecture and equipment, Store 24, of the 
Dow Drug Company chain, was formally 


AB 


of 
a 


opened to the public on Saturday, August 18. 





Located at the corner of Wal- 
nut and Fifth Streets, Cincin- 
nati, in the recently completed 
Gibson Hotel Building, the 
latest Dow store takes its posi- 
tion at the head of twenty- 
three other stores of this or- 
ganization, and, according 
to expert opinion, is un- 
surpassed in beauty, 
equipment and_ service 
facilities anywhere in 
the country. 
J ? In symmetry and 
CHAS. E. FLESHMAN beauty of design and gen- 
The Dow Drug Co.,Cin’ti, eral adaptation and con- 
venience, the new store approaches perfection in 


signed by C. H. Creager under the personal super- 
vision of Charles E. Fleshman, director of the dis- 
play department of the Dow Drug Company. All 
interior cases are of the pure crystal type, sanitary, 
electrically lighted and incorporating many distinc- 
tive innovations in display facilities. 

Every department of the store is equipped with 
modern pneumatic’ tube service, connecting each 
department with the cashier’s desk, thus effecting 
quickest service on all transactions. Another un- 
usual and prominent introduction in the interest 
of customer convenience is the private room, fully 
equipped where is maintained merchandise exhibits 
and where inspection of certain goods may be made 
in private. The cigar equipment and soda fountain 
are among the hundred other features of this new 
store presenting new facilities of service and beauty, 
and it is confidently believed that a more efficient 
and attractive fountain is not to be found in any 
store in this country. A specially installed refrig- 
erating plant is another important adjunct to the 


- modern store construction and outfitting. The fix- store facilities. 
ne tures throvghout the interior are of the decorated So much for the physical story of the new store, 
" 





Italian Rennaissance motif, richly but artistically 
ornamented, conforming with the interior archi- 
tecture of the store. These fixtures are made of 
native American walnut and were especially de- 


which, not a few consider only incidental to the real 
reason for the unsurpassed success of the Dow 
Drug Company. Service to the public of Cincin- 
nati is readily agreed as the keynote to the accom- 
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An Opening Display of Perfumes by C. E Fleshman for The Dow Drug Co., Cincinnati, O. 








plishments resulting in the successful operation of 
twenty-four stores, and in the rendering of this 
sevice one department of the organization stands 
out brilliantly insofar as its achievements have, 
more than any other activities of the store organ- 
ization, contributed to the success so marked and 
a community confidence, perhaps without a_ par- 
allel anywhere. We refer to the display department 
directed, as previously indicated, by Charles E. 
Fleshman, display artist of national prominence. 


Dow Displays Real Producers 


Dow Drug Company displays are outstanding, 
and if the beauty and compelling force of the dis- 
plays featuring the opening of the latest store 
brought favorable exclamations from the 100,000 
‘people who viewed them on the opening day, they 
were but reiterating expressions and manifesting 
feelings often experienced on occasions when other 
Dow displays were viewed. Display efficiency is 
the most powerful essential’ in the Company’s con- 
stant campaign of publicity and sales and has been ac- 
cepted as such on results the displays have obtained. 

The display division in this organization oper- 
ates as a department in itself but in constant co- 


ordination with the advertising and other selling 


divisions. All display plans are the conceptions of 
the illustrious department director, and it is his 
artistry and merchandising judgment that injects 
the momentum to Dow window sales. 

Mr. Fleshman’s department receives from the 
main office a bulletin on which is indicated merchandise 


to be listed the following week in the store’s adver- 
From this bulletin the display department 


tising. 
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obtains the necessary information concerning prod- 
ucts to be featured and plans for the various dis- 
plays are then made. Cards and tickets are put in 
work and the complete display essentials are ready 
for installation in each of the twenty-four stores 
previous to the first advertising announcement. 
The merchandising of the various store windows 
is left exclusively to the judgment of Mr. Flesh- 
man, and here is evidenced not only the store’s con- 
fidence in the displayman’s ability but the most 
efficient system for maximum display results. Any 
one capable of directing the display department 
of such an extensive and progressive organization 
as The Dow Drug Company is equipped to mer- 
chandise his displays with better sales judgment 
than some other department head or store com- 
mittee, and this fact has long since become fully ap- 
preciated by the executives of this great business 
institution, and Mr. Fleshman is unrestricted. 


Mr. Fleshman a Display Genius 


Mr. Fleshman has directed Dow’s display de- 
partment for more than thirteen years and to his 
ingenius display conceptions and keen merchandis- 
ing knowledge his superiors freely attribute in 
great measure the constantly increasing success of 
the organization which has made possible the reg- 
ular and frequent additions to the Dow chain. The 
proven ability of this display manager has resulted 
in the privilege and encouragement by store offi- 
cials to go into the market and make any purchases 
of merchandise that in his estimation can be added 
to the Dow stocks and disposed of at a profit to 
the organization. The careful judgment of Mr. Flesh- 





Cigar Display in One of the New Dow Store Windows. By Charles E. Fleshman, Display Manager 
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man in this capacity has frequently resulted in rec- 
ord-breaking sales events. 

Getting back to the newest Dow store, a few 
words concerning the windows should be appro- 
priate here. They are designed, as one would ex- 
pect, in harmony with the interior architecture, 
with polychrome finish ornamentation, affording 
a pleasing and beautiful relief. The window fix- 
tures, including many innovations were designed 
by Mr. Fleshman and constructed by the Onli-Wa 
Fixture Company, Dayton, Ohio, a display fixture 
concern enjoying a national reputation as makers 
of quality fixtures for all store uses. 

Latest introductions of the National X-Ray Re- 
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Another Opening Display for The Dow Drug Co., Cincinnati. 


By Charles E. Fleshman. 


flector Company, Chicago, are incorporated in the 
lighting installations with overhead reflectors and 
floodlight and spot-light facilities. | Plushes, ex- 
hibiting a special process of decorative treatment 
were exceedingly effective in their employment 
in conjunction with the beautiful ivory finished 
fixtures. Other decorations employed in the open- 
ing displays at the new store included unique vases 
and an appropriate selection of metalic flowers and 
foliage. Individual plateau rugs were used fre- 
quently as were the cleverly executed announce- 
ment cards and price tickets. The window floors 
are of solid walnut with parquet motif of design. 
All windows are equipped with valances. 
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Display World Trophy Creates Interest 


Cup awarded to Detroit Display Men’s Club has been displayed in all 
prominent stores—Merchant interest in display is further stimulated 


NHE DISPLAY WORLD Trophy, the most 

beautiful and most important award ever made 

in the display field is attracting considerable atten- 

tion in Detroit, whose representative displaymen’s 
club won the coveted award last June. 

The Detroit Asscciation of Display Men, proud 
of the honor attached to the winning of this most 
important ‘competition, and appreciating the pub- 
licity value of exhibiting the Trophy, has kept it 
on continuous display in the prominent stores dur- 
ing the past three months where its beauty and 
significance have brought much publicity and pres- 
tige to the Detroit displaymen. 





Lawrence Hood, secretary of the Detroit As- 
sociotion of Display Men, informs that the Trophy 
has been displayed in all the prominent store win- 
dows of Detroit, and, while on display at Cunning- 
ham’s, Mr. Chandler, secretary of the Detroit Retail 
Merchants’ Association requested that he be 
granted the privilege of exhibiting the Trophy at 
the Board of Commerce. The Detroit Display 
Men’s Club gave ready assent and it again and in 
a new way brought home to merchants the value 
of window display—and the calibre of artists rep- 
resenting Detroit. The Trophy is still going the 
rounds with no decrease in public interest. 
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What You Should Know About Wax 


The requirements in perfect selection and employment of way figures 
—Why they form a most important essential in merchandising 


By IRWIN G. CULVER 


America’s Foremost Wax Sculptor 






WATHILE I most naturally appreciate and thank 
Wy. the editor for the “crowning” he bestowed 





(<4 9] upon me in his introductory of August, it 
must be apparent to all who read his remarks that 
he was darned cute in making the introduction to 
my series so strong that I would have to break my 
neck to live up to the recommendation my series of 
aatticles has received. However, the importance of 
the subject merits discussion covering all those 
phases referred to in the August issue, and I will 
give to the readers the best I have, withholding not 
even those little secrets long guarded with diligent 
consideration. 

We will, of course, begin our series with the 
earliest conception of the wax figure, the idea, and 
then follow it through its evolution until we have 
placed the beautifully perfected creature of wax in 
the show window. It is important that liberal space 
be devoted in the earlier installments of the series 
to the manufacturer of the figure since able mer- 
¢hants and efficient display managers of to-day, 
that is, a great number of them, have become ex- 
perts in their criticisms of the wax manikin and 
demand that they be perfectly sculptured, naturally 
posed in form and painted with the delicacy and 
color of human flesh. 


To produce these results it has been necessary 
to employ and train special artistic talent for this 
character of work at a cost to the manufacturer 
little realized by the merchant or displayman. It is 
with this thought as a foundation that I hope to 
succeed in making clear the reason for what too 
many mistakingly term extravagant cost in wax 
figures. It will be my plan to offer substantial, 
authentic and intimate factory details in support 
of the present standards of pricing quality wax. 

It cannot be denied that trained talent or skilled 
workmen of the class required for high-grade wax 
figure making is indeed limited in number, due, 
perhaps, to the fact that the field is too small to 
offer any general incentive to enter the profession. 
Then again, a master insists on training his own 
workmen, bringing them up accustomed to the 
former’s methods, his own particular ideas and 
temperament. | 

Wax figures of quality and all those essentials 
necessary for the perfect type are universally 
copied, that is, the attempt is made, but rarely, if 
ever, is the imitation perfect, yet, since the fact that 
duplicating or attempt to duplicate is common prac- 
tic in the industry it has become imperative to 


(Continued on page 55) 





A Group of Wax Figures Featuring Models Designed and Sculptured by Irwin G. Culver 
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5000 Entire Windows Installed 


Announcing an Additional Service 


q Palmer Advertistng Service installs Palmer created lithographic display 
sets in Drug Stores, Groceries and Hardware Stores—decorates each 
window completely with your products—gives each sales clerk a printed 
sales talk on the articles in the window—and returns to you a signed receipt 
from each of the 5000 store keepers to show that the display is complete, 
according to the photograph you have O.K.’d for uniform windows 














q Such a window display campaign 
A Few of Our sells: goods, creates good will, elimi- 
Customers mates waste, and assures quick 
Colgate’s _ coverage. We can time our work 
Mobiloil with your sales efforts in opening 
Postum Cereal ‘ ale dines 
bare Blea a new territory or in introducing a 
Kirk Soap ‘ new product. We also supply a 
Tidewater Oil complete direct mail tie-up. We 
‘American Tobacco co-operate closely with Advertising 
ae : Agencies in rounding out complete 
Safe-Cabinet campaigns. 
Whistle 
Vaseline 
Gardner’s Cakes Cost: 5000 windows complete—including 3 piece 
Roger & Gallet display set, and a 3 piece trim, and instal- 
United States Rubber Co. lation in 5000 windows, art work by John 
Many Leading Agencies Bradshaw Crandell—approximately $3.50 
per window. 














Palmer Advertising Service, Inc. 
19 West 44th Street New York City 





SPLENDID 
OPPORTUNITY 
FOR LIVE 
DISPLAYMEN 


Representatives Wanted 


in all parts of the United States 
to install our displays. 







Write at once for full details. 




















We create and manufacture ideas for all display material, from 24-sheet posters 
to small hangers, as well as forceful direct mail campaigns. Write us fully. 
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Don't Neglect the Advertised Goods 


Sixty per cent of merchandise is supported by: national advertising 
campaigns—Get behind this publicity and reap the profits 


By MITCHELL WOLFSON 
Display Manager, Baer Bros. & Prodie, Chicago, Illinois 





- 5) ISPLAYMEN who fail to take advantage 
oF] of the unusual sales possibilities in the 


ess Y showing of nationally advertised lines, and 
there are many of them, are not giving value for 
money received as salary. ' 

Nothing is further from the truth than the as- 
sertion of the displayman who would advise against 
the displaying of brand products on the ground that 
they have a tendency to cheapen the general atmos- 
phere of the store’s merchandise policy. What, 
may it be asked, is there that is cheap or objection- 
able in powerful, honest and most invariably, beau- 
tiful advertising? Surely, there can be no motive 
here, and we can’t conceive of the scope of this 
publicity having any other effect than good. The 
products themselves, most of them, are not cheap; 
often, yes, almost invariably are they the best that 
the world’s markets afford. Then what is the rea- 
son for the opposition that does unquestionably 
exist in some stores? 

It is an undeniable fact that more than 60 per 
cent of the merchandise carried in the stores to-day 
come under the classification of “nationally adver- 
tised,” and when we consider the billions of dollars 
annually appropriated to spread the merits of these 
products and create the consumer demand for them, 
I am constrained to ask for a defense for the failure 
to support this advertising through appropriate dis- 
plays. I wonder if the displayman condemning 
the showing of advertised products is not actuated 
by some selfish motive, and 1 sometimes ask if he 
can have the interest of his store and his employer 
much at heart. 

To be sure, I have never heard a men’s wear dis- 
playman make such an assertion and I do not ex- 
pect one ever will, but I did listen to a department 
store display manager attempt to discourage the 
practice in question, and heard him applauded for 
his suggestion. This man, I have said, is with a 


department store. As an indication of his preverted 
judgment on an all-important merchandise subject, 
or in an effort to draw some reason in support of 
his policy, the following example is given. 

If the opponent of advertised products display 
is with a department store, stocked as the modern 
department store is stocked, his store undoubtedly 
carries in its lines such advertised products as 
Cheney Silks, Quaker Craft Lace, Whittals Rugs, 
Victor Phonographs, Community Plate Silverware, 
Simons. Beds, Hoover Cleaners, Edison Lamps, 
Pyrex Glassware, Rogers Silverware, Thor 
Washers, Coffield Washers or some other advertised 
washer, Wear-ever Aluminum, Haviland China, and 
hundreds of other nationally advertised items. 
Going over to the men’s section I wonder if that 
man’s store doesn’t keep in stock a line of Manhat- 
tan Shirts or Wilson’s or Ide’s Shirts or some other 
line of advertised shirts? Perhaps we can find Ide 
Collars, Cluett Peabody’s and a few other brands of 
collars regularly featured in national mediums. And 
the same applies to underclothing, hosiery, shoes 
and even garters. 

It is unnecessary to assume that groceries and 
provisions are carried here, since the foregoing 
offers ample proof of the absolute worthlessness 
of the displayman’s theory. What would happen to 
the department store of to-day that failed to have 
the above mentioned lines or a part of them, and 
perhaps all of them with many more added? It 
simply couldn’t continue. That’s all. Nationally 
advertised products form, as previously stated, al- 
most two-thirds of the retail merchandise manu- 
factured or produced to-day. 

And in conclusion, will someone let me in on the 
little secret that keeps such judgment drawing a 
fat salary? Then too, | wonder what the display 
man uses in the way of merchandise when he sets 
in his displays, how long these showings remain in 
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and how many various lines are presented through 
the battery of display windows during the course of 
on year, exclusive of displays utilizing merchan- 
dise with the stigma, nationally advertised? 

Illustrated here is a display of knitted outerwear, 
nationally advertised, and arranged in one of the 
windows of Baer Bros. & Prodie on the occasion 
of the opening of Chicago’s golf season. The time- 
liness of the showing together with the quality of 
the merchandise on display impressed most forcibly 
upon every golfer, and in Chicago nearly everyone 
plays golf. A fair indication of the sales value of 
this presentation may be gathered when it is known 
that the store requested that the display remain 
in place an additional week. 

Knitted jackets predominated the display. In 
the center ,against a background of a light-gray silk 
tapestry-covered panel, were placed the dark col- 
ored jackets and other knitted golf accessories— 
while on the sides, the light colored jackets con- 
trasted strikingly against the dark background that 
was afforded by the use of purple velour curtains. 
In front of the center panel was placed a reed which 
supported a form that was neatly clothed in a dark, 
two-pocket knitted jacket and knitted tie. At the 
base of this table, an assortment of golf clubs was 
laid, over which was draped another knitted jacket. 
Knitted vests and golf hose and gloves were also 
displayed about the table. 

The two sides of the display were practically 
identical. At each end of the window was a reed 
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Display of Nationally Advertised Knitted Wear by M. Wolfson, Baer Bros. & Prodie, Chicago ,Illinois 





chair or bench, upon which rested a form clothed 
in a light colored jacket. Other jackets were dis- 
played at the base of the form on the chair, and over 
a golf bag that was laid in front of each. Main- 
taining the perfect balance of the display, two more 
golf bags were used, one being placed upright along- 
side of each chair. Quite an arresting feature of 
the display was the draping of several knitted vests 
and golf hose and the golf clubs that were con- 
tained in the bag. The placards used were but three 
in number—the knitted. outerwear symbol being 
placed at each end of the window and in the center 
was a card calling attention to the price and that the 
golf jacket was “just the thing for golf.” 

The two outstanding features of this display 
were these: The cleverness and timeliness of the 
golfing background, and the wide variety of the 
knitted jackets used. There were knitted jackets 
and vests in practically every style in the brushed 
effect, and in the fine ribbed stitch effect and in the 
plain flat stitch, etc. From such an assortment 
of knitted jackets, the Chicago golfers found it 
quite an easy matter to select the one that best con- 
formed with his ideal in golfing apparel. 





NEW DISPLAY MANAGER FOR I. LIVINGSTON’S 


J. H. Hilton has resigned his position as advertising 
and display manager for Mike Plaut & Co., Danville, IIL, 
and is now in charge of displays for Ike Livingston & 
Sons, Bloomington, Ill. Previous to affiliating with the 
Plaut store a few months ago, Mr. Hilton was in charge 
of displays for Koch’s, Toledo, Ohio. 
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i 
Beautiful Display Trib- 
ute and Memorial by 
J. Walter Johnson for 
Powers Furniture Co., 
Portland, Oregon. 
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The Upper Plate Illustrates 
the Display Arranged by J. 
Walter Johnson on the Occa- 
sion of Late President Hard- 
ing’s Visit to Portland, on 
July 4, 1923. Below is a Re- 
production of Mr. Walter 
Johnson’s Tribute Five Weeks 
Later When the President’s 
Death Plunged the Nation In 
Deepest Sorrow. 











Winners in Parker Pen Display Contest 


Bunde-Upmeyer Company captures major prize in a contest featured 
by unusual excellence of display presentations 


ata nig two thousand photographs, 
showing displays arranged in more than a 
thousand show windows, were entered in the win- 
dow display contest of The Parker Pen Company, 
recently closed. Stores of every classification 
evidenced an unusual interest in this competition. 

Ties were frequent in the decjsions and in each 
case The Parker Pen Company duplicated the 
award originally specified in these classes. The 
major prize of $100 was awarded to Bunde & Up- 
meyer Co., Milwaukee, where Carl Hahn directs all 
store and window displays. Second prize, $50, went 
to The Pittsburg Headlight, Pittsburg, Kans., and 
a frequent winner in national contests. Charles W. 
Wheeler designed and executed the display. Third 
award, $25, was won by H. O. Bodine, Herbert & 
Huesgen Company, New York City. Other awards 
were as follows: 

Fourth prize, $15, H. C. Claster Co., Harrisburg, 
Pa., and A. D. Boone, of The Jordan Company, 
Austin, Texas; fifth prize, $10, Clairmont & Nichols 
Co., New York City, and The Messinger Printing 
Company, Fort Dodge, Ia. 

Five dollar prizes were won by the following: 


The Bradbury Co., Yakima, Wash.; J. H. C. Petersens 
Sons Co., Davenport, Ia.; La Mar Pharmacy, La Fayette, 
Ind.; Clarke & Cade, Indianapolis, Ind.; La Moderna 
Poesia, Havana, Cuba; The Park Pharmacy, Fort Wayne, 
Ind.; J. J. Schott Drug Co., Galveston, Tex.; A. S. Aloe Co., 
St. Louis, Mo.; City Drug’ Co., Paragould, Ark.; Frank C. 
Rea, New Philadelphia, O.; Patterson Drug Co., Danville, 
Va.; Central Drug Co.,. Milwaukee, Wis.; The Owl Drug 
Co., Oakland, Cal.; Earl W. Ysell & Co., Highland Park, 
Ill.; Odenwelder’s Drug Co., Easton, Pa., and Thorp & 
Martin, Boston, Mass. 

The following stores were recommended as hav- 
ing unusually effective display presentations: 


Barber & Ross, Inc., Washington, D. C.; H. A. Brunke, 
Berlin, Wis.; H. C. Henderson, Pittsburgh, Pa.; Hobbs & 
Sutphen, Chicago, Ill.; E. L. Howe Printing Co., Ripon, 
Wis.; Hook Drug Co., Indianapolis, Ind.; Muellers’ Jewelry 
House, Elkader, lowa; Phelps Dodge Mercantile Co., Daw- 
son, N. M.; Schesmer Brothers, Madison, IIl.; Smith Phar- 
macy, Inc., Vincennes, Ind.; Staack & Luchiesh, Maquoketa, 
Iowa; John E. Thomas, New York City; W. T. Tress, 
Ottawa, Ill., and Thos. W. Williams, Cairo, IIl. 

Judges in this contest were: J. Duncan Will- 
iams, display specialist, Chicago; Raymond T. 
Whitnah, display manager for Crosby Co., Topeka, 
Kas., and vice-president of the I. A. D. M., and 
James W. Foley, editor of The Display World. 

















e Light 
at SaysZook 


A “Pittsburgh” Flood-O-Lite in your 
show window directs attention to the shoe 
you wish to feature like a pointed finger 
and the spoken word “Look!” 




















The “Pittsburgh” show window Flood-O-Lite 
with the even concentrated center beam, free 
from troublesome shadows, makes it easy to 
get unusual lighting effects. It is the handiest 
means of spot lighting the main feature of a 
display, either with white or colored light. 









It is simple in construction; light weight and 
portable; easily attached or removed; lowest in 
price; a quality article throughout, the reflector 
being a “Pittsburgh” silver-plated glass re- 
flector with the usual “Pittsburgh” five-year 
guarantee against cracking, checking or peel- 
ing of the backing or tarnishing or discolora- 
tion of the silvering. 





































For years we have specialized in 
show window lighting, and naturally 
have accumulated a fund of infor- [ 
mation that is helpful to anyone ie 
having window lighting problems. Es 
This experience is at your service. Ke 
State length of glass, distance from . 
glass to background, from floor to e 
ceiling, from floor to transom bar. i 

fei 

bes 


Attaches by screws or bolt to wall or floor; 
ball-and-socket joint allows the spot to be 
directed to any point within a half sphere; 
adjustment held rigid by set screw. 


Price $12.50 F. O. B. Irwin, Penna. Less 2% 
for cash with order. 









The “Pittsburgh” Color-Lite for use with show 
window Flood-O-Lite or reflectors Nos. 51 and 
100 is the most convenient and effective means 
of getting colored light in show windows. In- 
cludes four color films—red, amber, blue and 
green. 


Price $3.50 F. O. B. Irwin, Penna. 


Price includes proper packing for parcel post 
or express shipment. 


Pittsburgh Reflector 
@ Illuminating Co. 


421 Bowman Building, Pittsburgh, Pa. 
New York City, 1452 Broadway. 
Chicago, 565 W. Washington St. 

Philadelphia, 235 S. Eighth St. 


height of background, and nature of 
the display (whether trim high or 
low), and ask for our suggestions as 
to how to get the most effective 
lighting. 

























*Dittsburgh” Show Window 


LOOD-O-LITE 


With Center Spot 
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Special Events and the Display Tie-Up 


More profits result from appropriate display recognition of special 
occasions—What Hallow-e’en may hold for progressive merchants 


By J. WALTER JOHNSON 


Display Manaaer and Art Director, Portland, Oregon 


= BRALLOW-HEN has become one of the big- 
gest party nights of the year, and the stores 
Ie that take full advantage of the many possi- 
bilities the event affords will be repaid many times 
for the little effort required for appropriate display 
observance. 

It is safe to assume that there is not a town or 
*city in the country that will not have numerous 
party features scheduled for that occasion, and not 
only will specialty decorations be demanded, but a 
great volume of business will be turned into the 
departments carrying party dresses, gowns, wraps, 
and other apparel and novelties. Appropriate win- 
dow displays will stimulate much valuable business 
just in advance of Hallow-e’en. Displays should 
be in place about two weeks previous to the occa- 
sion, and should be supported with store advertising 
calling attention to the growing importance of 
Hallow-e’en as a night or occasion on which the 
year’s most numerous and important social events 
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are observed. Women don’t like to go to parties 
with the “same old clothes,” and while men are not 
so peculiarly demanding in this matter, they too, in- 
sist on being immaculately as well as stylishly 
clothed. 

Hallow-e’en has come to be accepted as the 
official opening of the party season and as such 
holds tremendous possibilities for the progressive 
merchant who knows how to employ his windows 
as stimulators of sales.’ With the importance of 
the event in mind, I have prepared for this issue two 
background settings, which, in my opinion, carry 
suggestive power and will fit the occasion most 
appropriately. 

These backgrounds or settings are practical for 
employment in conjunction with a display featuring 


a great variety of merchandise, not Hallow-e’en 


novelties alone. Shoes, wearing apparel, dance rec- 
ords, phonographs, furniture—any of them would 
show to excellent advantage with these settings. 
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Suggestion for Hallow-e’en Display by J. Walter Johnson, Powers Co., Portland, Ore. 
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The first example shows what an attractive ef- 
fect can be obtained through the employment -of a 
regular drapery background using a large compo- 
sition’ board circular frame with picture placed 
as indicated. This picture could be painted on 
canvas, muslin, composition board or one of many 
other materials. A transparent moon with colored 
electric lights back of it and a spot-light or two in 
the window will-add greatly to its pulling power. 
The narrow platform extending across the back 
section of the window adds to the general effect 
and assists in the presentation of the merchandise. 

The second illustration presents another excel- 
lent background suggestion for the Hallow-e’en 
display and features a brick fence or wall carried 
out in bright poster colors. The fence effect, the 
cats, the tree and pumpkins may be made from com- 
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Another Hallow-e’en Suggestion by J. Walter Johnson, Powers Company, Portland, Ore. ° ‘2 


position board, though it is suggested that.old bro- 
ken linked oak would, perhaps, be more. effective 
in making the tree. The sky and moon effect. will 
be obtained by painting on ‘muslin or: canvas—with 
transparent moon. The floor of this window should 
be covered in black. 3 ius 

Too frequently do stores, overlook valuable 
means of creating sales and building store prestige; 
and it is such feature events as Hallow-e’en that 
have most generally been neglected. The shopping 
public is known as that principally because of its 
almost constant search for things to buy, for sug- 
gestions that are different, and the store that pre- 
sents these new things, makes new suggestions and 
otherwise evidences its policy of service to the pub- 
lic will be the store best remembered and most gen- 
erally patronized. , 
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L. F. DITTMAR RETURNS TO DISPLAY FIELD AS 
DIRECTOR FOR THE UNION CO., COLUMBUS 
The announcement that Lothar F. Dittmar has resumed 

active interest in the display world will be received with 

a great deal of pleasure and ‘satisfaction by the hundreds 

of displaymen who have knowledge of Mr. Dittmar’s past 

accomplishments and stimulating influence in the interest 
of the general display profession. 

This popular artist, after a year’s association in the 
real estate field, has re-entered the field in which he made 
an enviable reputation, and is now directing the display 
department for The Union Company, Columbus, Ohio. 
In this position he follows Carl W. Ahlroth, who recently 
assumed directorship of the display division for Ham- 
burger’s, Los Angeles. Mr. Dittmar appreciates the stand- 


ard established by his predecessor in the big Columbus 
institution, but those acquainted with Mr. Dittmar’s ability 
and energy bespeak for him new laurels in the profession 
which he has so frequently honored. 

Mr. Dittmar first attracted wide attention in the display 
field through his distinctive innovations and accomplish- 
ments as director of the display department of The Na- 
tional Cash: Register Company. After a term of several 
years with the National Cash Register Company, Mr. Ditt- 
mar resigned to accept a similar post with The Rike- 
Kumler Co., Dayton, his selection being made from a group 
of nationally recognized artists who had made application 
for this important display position. He has served as 


president of the Ohio Association of Display Men, and 
held important. offices in the I..A..D. M. 
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Ornament In the Window Display 


The fifth of a series of articles on the adaptation of ornamentation 
to the modern display setting—Roman influence in decoration 


By HENRY SHERROD 
Display Manager, Stewart Dry Goods Co., Louisville, Ky. 


ESV HE architecture of the Romans is most im- 
posing. Their designs convey an impres- 
sion of vastness and magnificence and are 
characteristic of a powerful and energetic race. 

The Romans were pre-eminently great construc- 
tors and knew how to use the materials at hand to 
best advantage, and while it is true that their orna- 
ments frequently verged on the over-elaborate and 
often were vulgar in subject or presentation, these 
facts are incidental when we view the aqueducts, 
bridges and roads that remain in use to the pres- 
ent day. 

When we examine closely the type of Roman 
edifices and the elements and characteristics of its 
sculpture and painting it appears to us as a direct 
derivation of Eltruscan art, and Greek art of the 
Hellenistic period. -But when we contemplate the 
type as a whole, it is a new creation which has re- 
ceived its splendid impulse and its indelible stamp 
from the genius of the Roman people. 

During the kings and during the first centuries 
of the republic the Romans had known no other 
art besides the Eltruscan. To Eltruscan architec- 
ture was attributed the arch and the vault or the so- 
called Tuscan order, the organization and distribu- 
tion of the various parts of the temple, and the earli- 
est type of the dwelling houses of the rich, as well 





as its tombs. To the same source we may trace 
a most important realistic tendency in its sculpture 
as well as many stylistic and technical peculiarities 
in minor or industrial arts and ornaments. 

From the Hellenistic it acquired the Ionic and 
Corinthian orders, the cupola, the generic type edi- 
fices, the basula, the portico, the theatre, the monu- 
mental gates, the gorgeous goraic surrounded by 
magnificent buildings, grandose and splendid plans 
for entire cities, as well as a new type of dwelling 
house with its luxurious and beautiful pictorial 
decoration. 

The main structural elements, the novel use of 
the column and entablature, the new composite or- 
der or triumphal columns are purely Roman. The 
Agora or forum, the bascilica, the triumphal arch, 
the cercus, become new types by transformation, 
while the amphitheatre and the thermal are inven- 
tions as original as they are magnificent. 

Moreover, the roads, bridges and aqueducts are 
marvelous creations and the true offspring of that 
great nation with its strong, proud character, its 
wise jurisprudence, its calculating, practical and 
ultilitarian spirit, and ability to administrate the 
greatest empire in the world. 

We cannot, however, conceal the fact that if we 
put Greek and Roman art together and contem- 





Strikingly Effective “Baby Week” Display by H:nry Sherrod, Stewart D. G. Co., Louisville, Ky. 
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Decorative Fabrics of Distinction 








Regence Silk Plush 


Regence Supersilk Plush 





Regence Calcusilk 





Regence Veloreen 





Regence Silk Velour 





High quality brilliant lustre for dis- 
play purposes unequalled. A staple 
decoration for windows in 30 colors. 


Widths 24, 36 and 50'inches. 


A beautiful innovation in brocaded 
design made in 30 colors to match 
our Regence Silk Plush. Widths 24, 
36 and 50 inches. 


A rich grosgrain faille in lustrous 
colors of one and two tone. Adapted 
especially for draping and window 
trimming in 20 colors to harmonize 
with any color scheme. Width 50 
inches. 


The new non-fade drapery of excep- 
tionally high lustre. This material 
hangs in soft luxurious folds. Par- 
ticularly adaptable for a background 
where inconspicuous splendor is de- 
sired. Excellent for puffing in men’s 
forms. Made in 10 colors. Widths 
36 and 45 inches. 


Silk velour in 20 colors. Width 50 


inches. 


The Regence Line is carrsed by leading fixture houses in the United States and Canada 


CALCUTTA BURLAP COMPANY 


Incorporated 


17 MADISON AVENUE 


NEW YORK CITY 
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Clothing Display by Otto S. Lasche for Leopold Morse Co., Boston, Mass. 


plate them, as it were, side by side, the former will 
appear to us the image of the youthful maturity of 
a great people, the latter of its robust but somewhat 
late maturity. In the one there is the smile of 
youth—with its exquisite simplicity, while in the 
other there is the thoughtfulness of the later or 
more sophisticated years. When at last, at the end 
of the ancient world, this thoughtfulness lost its 
vigor, and finally disappeared, the smile of Greek 
art was not yet spent, but radiant as in its earliest 
years. 

The use of ornament by the Romans was -pro- 
fuse and while it was generally not constructive it 
was, however, in the greater number of cases em- 
ployed. The Romans did not excel either in sculp- 
ture or painting but Greek artists were in great 
part employed and Greek examples copied. In 
later times both vaults and floors of importance 
were executed in mosaic, but many examples show 
great vulgarity of sentiment. In the case of mar- 
ble, for wall facings and floors, rich and attractive 
effects were produced, as the Romans were connois- 


seurs in marbles, which they sought out and im- 
ported from all countries. 

The ox heads connected with garlands, so fre- 
quently carved on Roman friezes, are supposed to 
have originated from the actual skulls and garlands 
hung for decorations on alters at which the beasts 
themselves had been sacrificed. : 

A finely worked cement was very frequently 
used as a covering to walls and stone columns and 
formed a ground on which paintings could be safely 
executed, as at Pompeii. The arabesques, which 
adorned the walls of the Bath of Titus, influenced 
in a great degree the fresco decoration of the 
Renaissance period. The Acanthus scroll with con- 
tinuous stem and spirals adorned with rosettes or 
grotesques is specially characteristic of and attributable 
to the Romans. 

On the whole, Roman decoration does not lend 
itself so readily to the window world. The Greek 
is more kindlier. One will find it comparatively 
easy to obtain excellent examples in massing, bal- 
ance and color from the Greek. 
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DISPLAYMAN AS MERCHANDISE MANAGER 
OF JOSEPH’S DEPARTMENT STORE 


Charles L. Sanders has been selected as merchandise 
manager for Joseph’s Department Store, Elmira, N. Y. He 
was formerly display manager, for S. F. Iszard Company, 
Elmira. In addition to his new duties Mr. Sanders will 
supervise the operation of the display department. 





WILDMAN ADVERTISING AGENCY ANNOUNCES 
OPENING OF NEW YORK OFFICE 


On September 4, The Wildman Advertising Agency 
opened the doors of its new offices at 450 Fourth Avenue, 
New York. Making its move from Baltimore, Md., to 
this city in the interest of better service to its clients, both 
in New York and elsewhere, the Wildman agency is for- 
tunate in being able to bring to its new home the major 
portion of its staff. It anticipates, therefore, that busi- 
ness will be continued with virtually no interruption. 


As a part of its general agency service, The Wildman 
Advertising Agency handles the co-operative campaign oi 
the National Knitted Outerwear Association and directs 
the advertising of a number of individual manufactures in 
this industry. 





CARSON, PIRIE, SCOTT & CO., TAKES OVER 
POHATCONG HOSIERY MILLS 


Carson, Pirie, Scott & Co., wholesale, Chicago, have 
obtained complete control of the Pohatcong Hosiery Mills, 
Washington, N. J. The transaction was completed in order 
to secure for Carson, Pirie, Scott accounts throughout 
the world a guarantee of maintenance in lines, uniformity 
of quality and plentiful production. 





G. E. Sebastian, formerly engaged in display work at 
Pasadena, Cal., has accepted the display manager’s posi- 
tion with a leading Danvers, IIl., store. 
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TYPE D-1, SUSPENDED 








SUN-RAY 
SPOT-LIGHTS & LIGHTING EQUIPMENTS ~~; 


Originator of colored lighting for the show window, displays, etc. Established 20 
years. Satisfaction guaranteed or money refunded. Over 1,000 satisfied users. 


PRICES 
Type D, on telescoping stand that can be raised 6 ft., tilted and $21 75 
swung at any angle, complete, ready to attach_-_-----__-_-________. ° 


Type D-1, suspended with bracket for suspension, can be tilted $19 25 
and swung at any angle, ready to attach_.._-__------__-----.--_--~_- ° 
Type E, on telescoping stand that can be raised 6 ft., can be tilted and swung at 


any angle, with focusing arrangement for large or small spot, $ 
ready to attach 26.75 
Type E-1, suspended with bracket for suspension, can be tilted and swung 


at any angle, ready to attach; can be focused for a large or $ 
BRINE BI con Se ee ao, 24.25 


Above spot-light equipped with 8 ft. cable and attachment 
plugs, with mirror reflectors, 3 metal color frames and assort- 
ment of 12 colored gelatines. 


With 250 watt, Type G, Stero Bulb, add $1.85 to above prices. 
400 watt, Type G, Stero Bulb, add $3.25 to above prices. 
Less reflecting mirrors, deduct $2.00 from above prices. 


Extra colored gelatines cut to size for metal frames, 50 
assorted colors for $1.00. 


Send for Descriptive Circular and Sample Colored Gelatin Book. 
Good Territory Open foy Agents and Distzibutors. 


FREDERICK A. BOHLING 
556 Eleventh Ave., at 42nd St., New York City 
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Costume Form 


Another Popular Display Fixture 
Iron Rod Form Bases 





An Innovation: 
To Open a Number of New Accounts 


We Are Making These Special Prices 





Latest Model Costume 
Forms with 12-inch Iron 


Rod Base as Illustrated— Rod Base as Illustrated— 
$15 $10 
Immediate Shipments Guaranteed 


DAVID SOBEL’S SONS 


145 Grand Street New York City 


Latest Model Waist 


Forms with 8-inch Iron 




















Waist Form 


Established over 25 years. 
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The Honor Roll of Display Specialists 





The DISPLAY WORLD, afte: a thorough investigation of the quality, service and business 
policies of the following Display Service organizations lists them here and recommends them 
to manufacturers, advertising agencies and merchants interested in distinctive display service. 








GEORGE A. SMITH 
1737 Broadway, New York City 
Complete Display Campaigns for National Advertisers 
—Local Display Service—Advisory Service to Manu- 
facturers and Advertising Agencies 
Manager, George A. Smith 


THE KINNEAR ARTCRAFTS 
6 East 15th Street, New York 


Local and National Window Settings, High-class Art 

Panels, Backgrounds, Scenery, Screens... Sketches 

furnished to reliable firms. Correspondence Solicited. 
Stagecraft—Conventions—Expositions 





J. D. WILLIAMS DISPLAY SERVICE 
Auditorium Building, Chicago 
Advisor in National Campaigns—Local Display Service 
—Complete Service for National Advertiser 
Manager, J. D. Williams 





S. FISHER CO. 
40 No. Wells St., Chicago 
Plan and Install in Chicago and Vicinity Displays of 
Nationally Advertised Products—Local Service 
Manager, S. Fisher 





STARK BROS. DISPLAY SERVICE 
3724 Troost Ave., Kansas City, Mo. 
National and Local Window Display and Advertising 
Service—Campaigns Designed and Supervised 
_Manager, W. A. Stark 





PEP WINDOW DISPLAY & SHOW CARD SERVICE 
526 Calhoun St., Fort Wayne, Ind. 


Local Displays and Producers of National Displays in 
Fort Wayne and Vicinity—Show Cards 


Manager, F. G. Piepenbrink 





CARSON & PATRICK 
212 Losoya St., San Antonio, Tex. 


Specialists in Local and National Displays—Locations 
for National Displays Provided — Complete Display 
Essentials Furnished 


Manager, Vern L. Carson 


UNDERWOOD DISPLAY SERVICE 
1905 Franklin Ave., Toledo, Ohio 
Local and National Window Display Service in Toledo 
and Vicinity—Specializing in Cigars, Drugs and 
Grocery Displays—Sign and Show Card Service 
Manager, H. L. Underwood 








NATIONAL WINDOW DECORATING CO. 
1233 Arch St., Philadelphia 
Producers and Directors of National Window Displays 
Covering Cities of Philadelphia, Washington, Atlantic 
City, Camden, Trenton, and Reading and Lancaster, Pa. 


Manager, K. S. Wolff 


THE BELLRINGER COMPANY 
18 West 34th St., New York City 
A National Service in Window Display and Selling 
Campaigns—Complete Campaigns Arranged and In- 
stallations of Displays Made in Any City 
Manager, H. Bellringer 








THE WINDOW DISPLAY SERVICE 
1419 Emerson Ave., Salt Lake City, Utah 
Designers of National Display Campaigns—Local Dis- 
play Representatives for National Advertisers—Show 
Cards, Department for American Display of Foreign 
Made Products. 
Manager, N. W. Reynolds 





EDWARD N. GOLDSMAN 
79 Parkhurst Road, Holloway, N. 7., London, Eng. 


Consulting Decorator and Display Manager—Coun- 
sellor in National Display Advertising—Display Ser- 
vice for Manufacturers 


Manager, Edward N. Goldsman 





WINDOW DISPLAY SERVICE ASSOCIATION 
504 Liberty Ave., Pittsburgh, Pa. 

Creators of Displays for Local Merchants—Repre- 
sentatives for National Advertisers in Pittsburgh and 
Vicinity—Advisors in Display and Advertising 
Manager, Harry C. Cohen 





G. T. WHITE CO. 
1812 Chestnut St., St. Louis, Mo. 
Display Service for National Advertisers and Retail 
Stores—Complete Display Campaigns—Show Cards— 
Posters, Fixtures and Decorations 


Manager, G. T. White 





CARL A. SEMSCH 
213 Rivoli Bldg., LaCrosse, Wisconsin 
Local and National Displays—Convention, Jubilee, Hall 
Decorations—Show Cards, Backgrounds, Screens, 
Floorings. 
Manager, Carl A. Semsch 





SCARDEFIELD DISPLAY SERVICE 
107 N. Whitfield St., Pittsburgh, Pa. 
Complete display campaigns for the National Man- 
ufacturer covering the State of Pennsylvania. Local 
Display Service. 
Mgr. John S. Scardefield 





BLYSTONE STUDIOS 
229 S. Adams St., Peoria, Il. 

Expert Counsellors in Store Designing, Construction, 
Equipment, Lighting. Makers of Screens, Panels, 
Backgrounds and Show Cards 
Manager, R. L. Blystone 








J. P. WISSINK CO. 
Sheboygan, Wisconsin 
Local and National Show Card and Designing Service 
—Detail Sketches for Display Settings—Trade-Mark 
Designing 
Manager, J. P. Wissink 








ACCOMPLISHMENT IN THE RENDERING OF DISPLAY SERVICE IS THE NECESSARY QUALIFICATION 
FOR REPRESENTATION ON THE DISPLAY WORLD’S HONOR ROLL OF DISPLAY SPECIALISTS 
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How to Increase Display Efficiency: 


The most artistic and excellently merchandised display will fail to 
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function with best results unless supported with proper illumination 


By ROY A. PALMER 


Efficiency Engineer, National Lamp Works of General Electric Co. 


JHE value of show windows as advertising 
media has grown very considerably in re- 
a | cent years. An evidence of this fact can be 
recognized in the increased appropriations made by 
large department stores and exclusive shops for 
equipment and operation of their show windows, 
while the smaller shops and stores in outlying dis- 
tricts are also appreciating the value of their win- 
dows, and most new buildings that are constructed 
to accommodate these small stores have windows 
which are admirably adapted to 
display purposes. 

The effectiveness of a win- 
dow is very largely dependent 
upon the illumination of that 
window. Actual tests on the 
effect of light in attracting 
power bring out this fact, and 
most progressive merchants 
have learned from their own 
experience that the results 
from a good window display 
are promotional to the amount 
of light employed in the 
window. Modern standards 
in window lighting are con- 
tinually advancing and in view of the immense 
possibilities for future development, those who are 
in a position to make lighting specifications for 
show windows should not hesitate to call for wiring, 
equipment, and layouts which will make for only 
the very best effects. Any expenditure designed to 
increase lighting efficiency and recommended by 
capable lighting engineers will prove an investment. 

In the first place windows should be wired so 
that the circuits can carry the load safely when the 
wattage is increased. This is of great importance 
since the wattage may be increased through the use 
of higher wattage lamps, spotlights or additional 
sockets in order to meet the requirements of a par- 
ticular display. It should be remembered that 
standards in show window illumination are on the 
upward trend and the wiring which was sufficient 
for the requirements of a short time ago may be 
entirely inadequate if the window is to be on a par 
with present day standards. The lamps and reflec- 
tors can be varied at will, provided a sufficient num- 
ber of outlets are provided and the capacity of the 
wire is sufficient to carry the load. 





Though much has been written have 
concerning the value of efficient il- 
lumination in the store and display 
window, there is still urgent need of 
more serious merchant considera- 
tion of the subject. This article, by aid. 
Mr. Roy A. Palmer, brings out many 
suggestions that may be employed 
to distinctive advantage in every 
retail store, and graphically illus- 
trates the increased attraction value 
of well-lighted show windows. A 
display of maximum efficiency must 
be appropriately illuminated. 





Standard show window reflectors of either pris- 
matic or mirrored glass are now available from sev- 
eral manufacturers. In selecting this equipment 
care should be exercised in choosing the type of 
reflector which is best suited to the window in 
which the equipment is to be used. Reflectors are 
available in various shapes to direct the light prop- 
erly for deep or shallow windows. | 

We are advancing upon a new era in window 
lighting through the use of colored light, and the 

possibilities in colored lighting 
been barely touched. 
What has already been done in 
this field has proved beyond a 
doubt its effectiveness as an at- 
tention-getter and as a sales 
Therefore, in selecting 
new window equipment, there 
should be no hesitation to pro- 
vide color screens or color 
caps with the reflectors in or-: 
der that advantage can be ta-. 
ken in the possibilities afforded 
by the use of colored illu-. 
mination. 

Flexibility of lighting in a 
window is a feature that all first-class window light-. 
ing installations should provide. Given a sufficient 
number of outlets wired in several circuits and 
equipped with good reflectors, the direction, color: 
quality, and amount of light can be varied at will. 
Excellent window illumination will be provided 
with reflectors spaced twelve inches apart. Where 
the window is deep the reflectors should be placed 
along the side of the window as well as in front. 
By wiring these outlets in two circuits so that 
every other socket will be on one circuit a certain 
degree of flexibility will be possible. Color screens 
of two different colors could then be used and a 
flasher employed to light the two circuits alter- 
nately, or a variation in the intensity may be ob- 
tained by using either one or both circuits. 

Spacing the reflectors at closer points will per- 
mit a greater amount of light upon the display, 
and the more separate circuits the greater the 
flexibility. Windows which are deeper than ten 
feet should be provided with two rows of lighting 
units. In districts where the illumination require- 
ments are not so great, the spacing of the outlets 
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VALUE OF INCREASED LIGHTING IN SHOW WINDOWS 
BASED UPON A PROFIT OF #10 PER HOUR AS ESTIMATED 
BY CLEVELAND PROPRIETORS FOR A 20-FOOT WINDOW 
ILLUMINATED TO 40 FOOT-CANDLES ON EUCLID AVENUE 


. PROFIT FROM 

LEVEL I —- 

F ILLUMINATION nae sii, a LiGHTED WINDOWS 
WINDOW LIGHTING : 
LAMPS and CURRENT (2,000 hours) 
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15 Foot-Candles ag aaows) Q 
$70°° 
8 . 
40 Foot-Candles 
$160°° 
a 
100 Foot-Candles 1 








aa 
Chart Showing Value of Inreased Lighting Based on Profit of $10 Per Hour 
can be extended. In such locations, a spacing dis- are used, higher wattage lamps are needed be- 
tance of eighteen inches will provide fairly good cause considerable light is absorbed by the color 
window illumination. The maximum illumination screens, 
at that spacing will be only about two-thirds the When considering the size of lamp to be used 
maximum obtainable with corresponding equipment it is well to keep in mind that the effectiveness of a 
at twelve inch spacing. window is very largely dependent upon the amount 
It is of utmost importance that lamps be con- of illumination. Numerous tests have shown that 
cealed from the view of persons on the street. A the attracting-power increased very considerably 
valance hung next to the glass will be decorative in windows which were lighted with a high level 
and will serve to properly conceal the lighting of illumination. Since the value of the window in- 
units, and where the window is open backed, as is creases with the number of people who stop to look 
often the case in the smaller stores, a curtain should at the display, the attracting-power of lighting be- 
be hung in front of the reflectors to screen them comes an important factor. Pa 
from the view of persons within the store. The chart on this page shows the effect on at- 22 
Two major factors governing the amount of tracting power by increasing the level of illwmina- ba 
illumination necessary are the location of the win- tion in the windows from’40 foot-candles and then sta 
dows and the type of display. Windows in stores to 100 foot-candles. These figures are the results ial 
located in the brightly lighted downtown districts of a test to determine how much effect varying de- — 
will require a higher level of illumination than grees of illumination had on the passersby in a The 
those in the less brightly lighted outlying districts. downtown district. The ultimate effect in dollars INS 
Displays of dark objects or materials require sev- and cents is evident from the figures in the chart. _ 
pea 


eral times as much light to stand out effectively as 
demanded by a display which is lighter in color tone. 
The amount of illumination can be varied by the 
use of different sizes of lamps. Lamps of 100, 150, 
or 200-watt sizes can be used, which will allow 
considerable variation in the resulting illumination. 
Where Mazda Daylight lamps are used, the next 
largest size to that ordinarily used in clear lamps 
should be employed. Likewise, when color screens 


With the addition of footlights, the flexibility of 
the lighting system is increased. The effectiveness 
of many displays can be enhanced by changes in 
the direction of light, while footlights will aid very 
materially in producing many novel effects. Wher- 
ever possible, the footlights should be concealed 
from the view of the passersby. Foot-lighting 
equipment is now available on the market which 

(Continued on Page 58) 
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The Taylor System has been a great help to us in handi- 
ing the display problems of the 10 stores in this District. 
Changing 110 windows on a weekly schedule requires constant 
— in the arrangement of backgrounds, drapes and show 
carase ; 





In my opinion a Display Department could not call itself 
modern and efficient without the aid of your "Short Cut" system 
to correct color combination. This all important detail is 
too often overlooked by the "busy" Display Manager in his search 
for new effects. 











While attending our Annual Beauty Show recently held in 
Los Angeles, I recommended the "System” to our Mr. H.F.Snell, 
District Manager of our Oakland and Valley Stores, who was 
also visiting there. I am sending you the enclosed order 
at his request. Would suggest that you write him when you 
send this order, offering the services of your Office, etc., 
on any problems his Display Manager is wnable to soive ean the 


chart. 
I again recommended the "System" to Mr. Hurley, Display 
Manager of our Los Angeles Stores. Think it would be to 


your advantage to follow this up further a% your first oppor- 
tunity. I again remain 





Patented Taylor Color Chart — Size 
22x29 inches, reinforced with linen THE Fs COMPANY, y. 





back. Shows 96 colors—popular and 
standard—3 masks—1 sheet of Pictor- 











ial instructions. Complete, $15 Postpaid Displ Mgr. S.F.Stores / 
od 
ait se ‘ 
> as 
The Taylor Color Chart in use by hundreds of display men because it SV ee, 
INSTANTLY creates harmonious color combinations for displays, yet re- AS Ss sor 
quires no study, no books to read. Leaves nothing to guess, but shows ap- y » vs 3 - 
pealing color harmonies with any line of merchandise, and verifies or con- BY Seve 
demns any color scheme already made. my Ba ery a 
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Estimating Display Department Disbursements 


<4 REQUENTLY do we hear the display profes- 
Ee Se sion classified as a non-buying element in the 
a “4 field of merchandising. This usually comes 
from small manufacturers who have never supported 
the profession or exploited the‘r products through mod- 
ern mediums of educational and selling merit, and from 
a few whose business methods or products fail to meet 
the standards demanded in present day methods of 
merchandising. 

The fallacy of this opinion can be easily proved, 
and such proof will be based on an actual investigation 
covering one hundred d’splay departments. If there is 
any doubt as to the volume of business distributed by 
display managers, these figures will overcome it. 

Records’ from the auditors’ departments of one 
hundred stores, including great retail establishments of 
New York, Chicago and Boston and small stores in 
almost unheard of towns in the West, Northwest 
and East, reveal that during the period from July, 
1922, to July, 1923, these one hundred stores expended, 
exclusive of salaries, approximately one million dollars 
for display equipment and decorative embellishments. 
The reports include a display department expenditure 
of $60,733 in a big St. Louis store and an $86 outlay 
by a M'lford, Mass., merchant. Such retail establish- 
ments as Marshall Field & Co., John Wanamaker’s, 
Jordan Marsh & Co., and others of this type have not 
been included in this investigation. 

True, a few of the stores reporting have included 
expenditures caused by the installation of permanent 
backgrounds or window remodeling. While technically 
these are legitimate items in the formulation of this 
report, and should, of course, be included in any record 
intended to show approximate disbursements in the 
display department division, in order to strike a more 
general or regular volume of expenditures in this classi- 
fication of modern merchandise, money paid for re- 
modeling and such store expenses have been deducted 
in arriving at the average display department expendi- 












ture. Provid'ng for these deductions and allowing 
further discounting in order to include a true repre- 
sentation of small store display appropriations and ex- 
penditure, we arrive at a general average —" 
for display properties of $5,538.46. 

Applying these figures to the display field, or say 
that b'g and impovtant division of it covered by this 
publication, we find that the 6,500 displaymen and mer- 
chants included in this group spend each year for dis- 
play essentials and embellishments the sum of $36,000, 
000. This volume, despite the liberal concessions made 
for small store appropriations, would be materially 
increased should the expend‘tures of Marshall Field & 
Co., Wanamaker’s and others be included. 

Startling as these figures may be to some manufac- 
turers, we hazard the opinion that they may be equally 
surprising to many of the display profession. They 
will, however, indicate in unmistakable manner that 
those manufacturers and others who have continually 
disregarded the buying power of the d'splay depart- 
ment, have been neglecting a most active and fertile 
market. It is immaterial in this report to indicate in 
what manner or by whom the display materials are 
purchased, the purpose of the invest’gation being, first, 
to illustrate by use of actual store reports the import- 
ance of the display department and the attraction it 
holds for the progressive members of the display in- 
dustry. The report may be interesting also to various 
advertising associations and aud‘ting divisions of them 
who have invariably, though in good faith perhaps, 
listed expenditures made in the display advertising 
department at a mere two or three million dollars. 

The investigation, or the result of it, should serve 
also to stimulate displaymen to greater efforts. Before 
the merchant will entrust the distribution of great sums 
of money he must first have confidence in the one 
whom he designates and have ample proof in the abil'ty 
of that man to most advantageously and profitably in- 
vest it to the interest of his employer. 







Unc 
Exe 


Effi 


tho: 
for 
the 
Wh 
thin 
dow 
play 

] 
pros 
idea 
is a 
sent 
who 
wor 
witl 
and 
wor 

" 
com 
you 
com 
prof 
cape 
mea 


inte 
boss 
wha 
that 


ask 


An | 
Tha 
Gre: 


appt 
wine 
liber 
and 
and 

I 
ger 
expl 
wou 
of tl] 
able 
ter 4 
ach 
that 
In O1 
prod 
use 


I . 











wing 
epre- 
1 ex- 
iture 


r say 
- this 
mer- 
» dis- 
000,- 
made 
rially 


Id & 


afac- 
ually 
They 
that 
ually 
part- 
ortile 
te in 
; are 
first, 
port- 
on. it 
y in- 
rious 
them 
haps, 
ising 
llars. 
serve 
>fore 
sums 
one 
il'ty 
y in- 











We sometimes wonder how 
Underestimating some displaymen appraise the 
Executive business intellect of their super- 
amistad iors. For instance, there are 
those men or the profession who, on. subscribing 
for display publications, request that knowledge of 
the subscription be withheld from the employer. 
Why? Because the displayman wants the boss to 
think that every idea contained in his show win- 
dows come from the inventive genius of that dis- 
playman. 

How foolish! Bosses or employers, that is, the 
progressive, educated sort, know that all of your 
ideas are not original, and they know also that it 
is a rare event when a purely original idea is pre- 
sented in the window. They usually want a man 
who is anxious to learn more about his particular 
work, and in the display profession, this knowledge, 
with its resulting advancement comes from a study 
and knowledge of what the men of the display 
world (some of them your superiors) are doing. 

Your boss, like my boss or any body’s boss, will 
commend you for any action that brings before 
you instrumentalities through which you may be- 
come more proficient. And in display work, more 
proficient means increasing your efficiency in the 
capacity of selling more merchandise through the 
means of merchandise display. 

If there are educational media published in the 
interest of your professicn we'll wager that your 
boss will want you to have them—all of them, and 
what’s more, if he is progressive, and we assume 
that he is if he employs a display manager, he'll 
be glad to pay for them. Think it over!—and 
ask him. 





The program, accepted as the 
An Experiment Platform of this publication, in- 
That Warrants cludes a very important reference 
Crome ean to the advisability of merchants’ 
appreciation of the value of quality equipment, and 
window properties. Issues have repeatly urged 
liberal appropriations for the display department 
and diligent consideration when purchasing store 
and window essentials and embellishments. 
Editorials have illustrated the advantage of lar- 
ger appropriations for particular properties and 
explained wherein these increased expenditures 
would, through the beauty, adaptability and ufility 
of the materials purchased, become a most profit- 
able investment. Mr. Williams’s Chicago news let- 
ter cf last month referred to what appears to be 
a change of policy in the big State Street stores, 
that of spending more money for opening displays 
in order to obtain better effects and a utility in the 
products purchased that would permit of the longer 
use of these properties in the display window. 
It will be recalled that the Chicago stores pre- 
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sented, last Spring, the most elaborate and effective 
openings in the history of the famous business 
street. We believe that these displays inaugurated 
the new policy indicated by Mr. Williams, since, 
with but a single exception, the Spring opening 
backgrounds have been in place throughout the 
Summer. And they have served effectively, thanks 
to the fore-thought of the display managers in 
demanding decorative effects that would serve with 
equal appropriateness during the Spring and Sum- 
mer seasons. 

Mr. Williams expresses our opinion on this im- 
portant introduction when he says such a policy will 
offer a practical solution of the high cost of open- 
ing displays, and at the same time pave the way 
for larger appropriations for the same purpose. 
Such a policy, if definitely accepted, will provide 
many advantages for the displayman in that he will 
be aided through more effective settings and equip- 
ment and will be allowed more time for planning. It 
will also tend to get another step further from the 
old idea of displaymen building their own back- 
grounds. In the future, where this policy is in ef- 
fect, such work will be turned over to the studios 
and fixture houses best equipped for the work. The 
State Street experiment will be interesting to ob- 
serve, and if successful, another epochal achieve- 
ment in display will have been accomplished. 





The Detroiter, official publication of 


A Word the Detroit Board of Commerce, in 
About Display the issue of August 27, devoted con- 
Competitions 


siderable space in commenting 
upon The Display World Trophy, and the signifi- 
cance of what the Detroiter aptly terms the most 
important award made in the display field, and won 
in 1923 by the Detroit Association of Display Men. 

Another page of this issue outlines briefly the 
reception accorded this beautiful Trophy by dis- 
playmen and merchants of Detroit, and the stimulus 
it has proved in arousing more active appreciation 
of display importance. Merchants have manifested 
unusual interest in the prize. and many of those 
who have in the past neglected to evidence appro- 
priate appreciation of their window spaces have 
made an about face and are now most enthusiastic 
concerning merchandise presentation in the show 
window. The Board of Commerce with its hun- 
dreds of merchant members has placed great im- 
portance on the Trophy and the progressive mer- 
chandising principles which sponsors its award. 

The Display World Trophy will continue to 
be offered in competition and success in winning 
it will indicate the winner’s position in the display 
world. It will be annually awarded to that display- 
men’s local organization taking best advantages of 
the opportunities to develop and expand the prac- 
tice of mercantile display art. 
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Special Sales as Business Stimulae 


The special sale event has great attraction when conducted by store of 
reliable service—How they may be employed to benefit departments 


By MILTON HARTMANN 


Display Manager, Brager’s, Baltimore, Md. 


BSERVANCE of special store events and 
the introduction of frequent special sales 
form important reasons for the success of 
many retail stores, but there are, perhaps, few that 
attach more importance to these features than 
Brager’s, leading department store of Baltimore. 





long since been sold on Brager quality and Brager 
reliability, a condition that must exist in modern, 
outstanding merchandise success. 

As an indication of how these events are handled 
we will use as an example a recent sale of Gordon 
slip covers and supplies, items, perhaps, that would 


There is, perhaps, nothing 
in the form of store activity or 
merchandising innovations that 
will serve more profitably and 
bring more and better publicity 
and prestige to the retail store 
than special sales events, fre- 
quently conducted and under 
conditions that offer real val- 
wes in conformity with the 
original purpose and accept- 
ance of the modern sales event. 
Brager’s has, for many years 


The wide-awake merchant is ever 
alert to the opportunities to capi- 
talize on appropriate sales events 
since such store features are not 
only profitable in sales, but bring 
much prestige, an element that de- 
termines in great degree the shop- 
ping inclinations of the community. 
It behooves the display department 
to support these special events and, 
if possible, introduce of its own ac- 
cord, innovations in merchandising 
that will strengthen store service. 


be considered rather risky of 
success by no small number of 
department stores. This sale 
went over big, to use the par- 
lance of the salesman, and 
made for the store, as all suc- 
cessful sales do, many addi- 
tional sales that would not 
have been made were it not for 
the drawing power of the. spe- 
cial event. 

The buyer of our supply de- 
partment, on the fourth floor 





past, devoted great attention 

to these events and so intensive is the preliminary 
study and so judiciously are Brager sales planned 
that I feel safe in the opinion that no other store 
with similar stocks and in a city approximating the 
size of Baltimore has experienced better results 
than those that regularly are in order here. Sales 
have become a science at Brager’s, a science in 
creating the desired community interest in each 
succeeding event, and the people of Baltimore have 





orien . ee ee 





of the store, made the purchase 
of Gordon slip covers and supplies and immediately 
arranged for a conference at which were in attend- 
ance, the manager, the advertising manager, the 
buyer and myself. Here the plans for sale were 
discussed following the buyers announcement of 
the purchase, and in making these plans we con- 
sidered the methods of selling to the customer, the 
kind of service that was to be granted, the price, 
the character of newspaper and other advertising, 








Bee 
Display that Supported “Gordon Sale.” By Milton Hartmann, Brager’s, Baltimore, Md. 
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what space the special sales items should have in 
the show window, what store selling space should 
be provided and finally ascertained from the buyer 
what service the manufacturer of the special items 
stood ready to offer. In this particular event the 
manufacturer offered to send a special salesman to 
demonstrate and assist in the selling of the prod- 
ucts. At the close of this conference the sale was 
set for August 6. 

As the reader knows, Gordon auto supplies are 
of high-grade quality and popularly known through- 
out the country for their service rendering qualities. 
All of these things we told the public in well pre- 
pared and attractively laid-out advertisments, call- 
ing especial attention to that feature which made 
the event a real sale in that it offered 20 per cent 
off the list price on all Gordon supplies purchased 
at Brager’s during the period of the sale. Attrac- 
tive folders were prepared and on the first day of 
the sale were deposited on the front seat of every 


automobile parked in the business section of Bal- . 


timore. This folder, of course, announced the sale 
and carried some mighty interesting and powerful 
sales talk in the interest of Gordon specialties. - 

Supporting all of this was an effective display in 
one of the best located and largest windows of our 
front. The central point of attraction was an auto- 
mobile cut out of composition board, and made in 
such proportion that regular 30x34 inch tires were 
used. The background of the window consisted of 
frames covered with sky-blue satin with wood 
scroll panels at either end. In the rear, on the 
floor, artificial grass was used in order to provide 
the effect of a lawn, while in front, representing 
the road about fifty pounds of ground cork were 
employed. Incidentally, displaymen will find this 
material a real assistant in window work, it being 
practical for many uses, light and indeed econom- 
ical, selling as it does for about two cents a pound. 
Then to, it is clean and does not throw off the dust 
that invariably comes from soil that has dried in the 
window. For about one dollar the floor of a win- 
dow 20x10 feet may be covered with ground cork. 

In displaying an advertised product I have al- 
ways endeavored to get the maximum advertised 
value out of that product and find that this is best 
accomplished through the employment of such ad- 
vertising or display material that has been featured 
in manufacturer campaigns of publicity where the 
particular items I am showing have been the sub- 
jects. Hence, it will be noted that a liberal amount 
of so-called dealer helps are prominently placed in 
the display we are discussing. 

Our sales booth, as previously inferred, was lo- 
cated on the fourth floor and here again manufac- 
turer’s display material had prominent locations, 
and, in fact, practically provided all the decorative 
effect necessary. Here the ‘special salesman, pro- 
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A SERVICE THAT SAVES 
YOU TIME AND MONEY 


Our central location and unexcelled 
transportation facilities enables us to 
give you prompt and efficient service 
and high-class illustrations at most rea- 
sonable prices. 
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ART REPRODUCTION 


eo 
QOOISW. Fourth S? 
GINGINNATH. ©. 





HALF TONES—ZINC ETCHINGS 
PROCESS COLOR PLATES FOR 


Catalogs, Folders, Booklets, Broadsides, 
Envelope Stuffers, Sales Cards, 
Newspapers and all forms of 


ADVERTISING 


Try us out on your next order. | 
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L.A.FELDMAN 


Fixture Co., Inc. 
32 West 32nd St., New York 


Our 
Colonial No. 2 
Design 
Solid Walnut Fixtures 
are inexpensive and 
refined in appearance 


and built for Service 





Costume Form Lingerie Stand 





We make 
this Style 
in all 
types of 
Display 


Fixtures 
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Let us 
Estimate 
on your 
Require- 

ments 





Triple Top Table, 36 Inches High 

















vided by the Gordon Company, was in charge, and 
he knew his business from the A, B, C’s to the X, Y, 
Z’s, and in a short time had injected much of his 
selling skill into his assistants. 


Another feature of our service, and a good indi- 
cation of thorough sales planning was the man sta- 
tioned in front of the Brager store and busy putting 
on Gordon slip covers for the auto owners who 
came out of the store following the purchase of 
the sales number. No detail of service was over- 
looked and like all successful sales events this one 
brought a great volume of sales for the other de- 
partments of the store. 

The auto supply department is a new adjunct 
to Brager service, but by the continuance of such 
features as the Gordon event we anticipate a vol- 
ume of business for this new division, and it is 
bringing to our store a most desirable class of trade. 





A LITTLE SUMMER STUMPING BY KIEFFER 
IN THE INTEREST OF THE I. A. D. M. 


Another evidence of Kieffer enthusiasm in I. A. D. M. 
affairs comes in a dispatch from Montreal, where, it is 
stated, Clement Kieffer, Jr., Buffalo, N. Y., addressed the 
Montreal Display Men’s Club and a delegation of Montreal 
merchants in the Mount Royal Hotel, August 28. 

It is further indicated that Mr. Kieffer is at this time 
on his annual vacation and his association loyalty prompts 
him, while motoring through prominent cities, to take 
time to do a little boosting for the organization of which 
he is a vitally important member. Mr. Kieffer’s itinerary 
will take him to Portland and Bangor, Me.; Boston, Wor- 
cester, Springfield, Pittsfield, Mass.; Albany, Syracuse, 
Utica, Troy and Rochester, N. Y. 





FORMER STATE STREET DISPLAY ARTIST 
DIRECTS BIG SERVICE IN LONDON 


An interesting letter from England advises of the suc- 
cess of Edward N. Goldsman, now directing a big display 
service organization. Mr. Goldsman will be remembered 
by old-timers as one of the famous State: Street artists 
of a score of years ago. 

When Selfridge’s opened in London, Mr. Selfridge, 
whose prominence in the mercantile world was gained 
while an executive of Marshall Field & Co., Chicago, sent 
for Mr. Goldsman. The latter, then considered without a 
superior in the display profession, accepted the proposal, 
and to him must be given credit for the introduction of 
American display methods in England. Mr. Goldsman 
served as display director with unusual success in the 
store which has come to be generally known as the Mar- 
shall Field’s of London. 





GEORGE A. SIMS WINS PRAISE FOR STRIKING 
MEMORIAL DISPLAY 


The daily papers of Norfolk, Virginia, devoted, during 
the last week of August, liberal space to the description 
of a special window display arranged by George A. Sims 
for Miller, Rhodes & Swartz. The window presented a 
memorial set in which the chief figures were a giant 
doughboy statue and panel tablets of a marine and a sailor. 
The display was presented during the convention of the 
Veterans of Foreign Wars, held in Norfolk August 27-31. 
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Upper Left, Display by L. A. McMullin, for The Eastern Outfitting Co., Portland, Ore.; Uppe 

Right, Display by W. W. Rowley for The Emporium, San Francisco; Center, Display by O. E. 

Wheete for Halliburton-Abbott, Tulsa, Okla.; Lower Left, Display by.O. E. Wheete, Tulsa, 
Okla; Lower Right, Display by D. D. Starr for McDougall-Southwick, Seattle, Wash. 
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Upper Left, Display by L. F. Dittmar, for Rike-Kumler Co., Dayton, Ohio; Upper Right, Display 
by M. Wolfson, for Baer Bros. & Prodie, Chicago; Center, Display by Benjamin Groban, for 
The Fashion, Dayton, Ohio; Lower Left, Display by R. G. Hamilton, for C. H. Baker Co., 
Portland, Ore.; Lower Right, Display by W. W. Yeager for Wolf-Greisheim Co., Bloomington. 
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Upper Left, Display by J. A. Michand, for Fairweather’s, Ltd., Montreal; Upper Right, Display 
by John T. Mackey, for Herpolsheimer’s, Grand Rapids, Mich.; Center, Display by E. W. Sam- 
sel, for M. L. Parker Co., Davenport, Ia.; Lower Left, Display by W. Bartikoski, for First De- 
partment Store, Duluth; Lower Right, Display by W. Hampton, for I. Magnin, San Francisco. 
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Upper Left, Display by M. Lovejoy, for The Hamilton Store, Albany, Ore.; Upper Right, Dis- 
play by Bert Smith, for John Boesch Co., Burlington, Ia.; Center, Display by E. H. Leaker, for 
The Hub, Chicago; Lower Left, Display by R. M. Hollister, for Kinney-Levan, Cleveland, 
Ohio; Lower Right, Display by S. S. Stevens, for E. C. Minas Company, Hammond, Ind. 
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Upper Left, Display by W. W. Rowley, for The Emporium, San Francisco; Upper Right, Dis- 

play by H. H. Riegel, for Wolff & Marx Co., San Antonio, Texas; Center, Display by Henry 

Sherrod, for The Steward Dry Goods Co., Louisville, Ky.; Lower Left, Display by W. W. Row- 
ley, San Francisco; Lower Right, Display by E. H. Leaker, Chicago, IIl. 
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Who They Are and What They Say 


No. 1—Paul F. Lupo, Los Angeles, Calif. 























“hg list of outstanding display managers, 
Wg q men of the profession who have attained 
Rp S distinction through unusual skill in the 
profession of mercantile display art would be in- 
romplete unless it included the genial and popular 
artist, Paul F. Lupo, director of the display de- 
partment of Barker 
Bros. Company, Los 
Angeles. 


food 
was 












Not only does 
Mr. Lupo qualify 
with a margin to 
spare in the honor 
roll of distinguished 
exponents of his 
profession, but he 
has accomplished 
even greater heights 
in. his service to that 
profession. To few 
men, if to any, can 
more constructive 
good in the interest 
PAUL F. LUPO of display practice 
and development be attributed than to this same 
descendant of sunny Italy. His achievements in 
the display field- are only surpassed by his con- 
tributions as a citizen and his patriotism and loyalty 
to his adopted country. 

Mr. Lupo came to this country as a lad in com- 
pany with his father during the time of the Chi- 
tago World’s Fair. The elder Lupo, on that oc- 
tasion represented his country, Italy, as a special 
tepresentative, and it seems that destiny, united 
with the charm of America, decreed that the Lupo 
family should remain here. 

Having evidenced an early and natural inclina- 
tion for things artistic it was not long before young 
Lupo was enrolled at the Chicago Art Institute, and 
while persuing his studies there, occupied his free 
time by applying his natural ability to the arrang- 
ing of displays in prominent Chicago jewelry shops, 
and engaging himself in the added study of design, 
architecture and decoration. Mr. Lupo’s first real 
display position came after he had completed his 
studies at the Institute, and, strangely enough, it 
was with one of the world’s famous stores, Man- 
del’s, Chicago. 

When the West began to reach out for Eastern 
lisplaymen, Mr. Lupo, realizing the opportunity 





before him, accepted the display manager’s position 
at the Denver Dry Goods Company, Denver, where 
he remained for many years, and during which time 
he established his name throughout the then some- 
what limited display world. And, incident to this 
article, but of the greatest importance to Mr. Lupo, 
it was in this city that he took unto himself a bride, 
Miss Amy B. Davis, a popular young society beauty 
of Denver. 

By this time Mr. Lupo was much in demand and 
accepted an alluring offer from the Barker Bros. 
Company, Los Angeles, the store in which he is 
at present actively engaged in executing display 
presentations equal to the best in the country. It 
is in Los Angeles that most of this artist’s history 
has been made and it includes brief chapters con- 
cerning his introduction of State Street display 
methods in Los Angeles and volumes indicating his 
activities and accomplishments as they concerned 
themselves with display betterment and display 
association perfection. . 

Mr. Lupo, long a member of the International 
Association of Display Men, was an active leader in 
the formation of the California Association of Dis-. 
play Men, serving as its first president, and during. 
his term of office obtained for the profession on the. 
Pacific Coast great recognition and prestige. He 
has also been honored with several terms as presi- 
dent of the Los Angeles Display Men’s Club. He is 
a member of the advertising clubs of his city and 
actively engaged in various forms of civic work. 
He served in the World War with great distinction 
and possesses commendatory letters from various 
governmental departments. 

Mr. Lupo has some very pronounced ideas con- 
cerning display conception and execution and the 
results he has obtained indicate the value of them 
beyond question of doubt. Later issues of this pub- 
lication will include display articles from the pen 
of this master, illustrated with display reproduc- 
tions the character of which is unsurpassed in the 
American practice of display art. 

Particularly timely and pertinent is this artist’s 
opinion on the question of price ticket use, a prob- 
lem much discussed since its introduction by The 
Display World several months ago. Mr. Lupo 
has definite ideas here as he has concerning every 
detail of his work, and referring to price tickets 
says: 

“I do not like to see them used at all, only, 
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Effective Display by Paul F. Lupo for Barker Brothers, Los Angeles, California 


save in extremé cases where one can actually give 
values for less than a competitor can offer, and 
during such events as summer annual clearance 
sales, anniversary sales, inventory and other events 
of this character, and at which time I believe the 
conscientious store is really giving exceptional 
values. Then, perhaps, it would be fitting to use 
the ticket when buyers have gone into the market 
and obtained some unusual purchases to be offered 
along with the regular merchandise which is more 
or less staple and continuously salable. 

“T believe that to make a practice of pricing 
merchandise, not only has a tendency to cheapen 
the goods on display, but such practice also offers 
a wedge for your competitors to offer similar mer- 
chandise at a lower price. 


Practice a Success at Barker's 


“T endorse the practice in effect at Barker 
Bros., the largest retail furniture establishment in 
the world, and the practicability of the policy is 
best evidenced in the fact that this store does an 
annual business in excess of fifteen million dollars. 
Only at annual sale time or on special occasions, 
such as included above, does Barker’s employ price 
tickets in display, and when they are employed we 
do not show comparative prices, or indicate former 
pricings, as is frequently the practice in many 
stores. We indicate but one price and that is shown 
on a quiet card of soft tone with slight contrast 
obtainable through the variation afforded through 
the lettering. We try to make the cards and tickets 
conform in quality and character to the merchan- 
dise on display. 


“In emphasizing my belief that good, selling dis- 
plays do not demand the employment of price 
tickets I am constrained to oppose the theory that 
a display should shout, ‘Here I am, a dressing table 
for $69.00.” The observer gets this information too 
readily ; in fact, too quickly for favorable action— 
or any action at all, for that matter. Observers 
will be inclined to feel that that particular table 
can be procured for that price at any time. But, 
if the merchandise is tastily arranged in appro- 
priate setting or environment, the observer will 
inspect, and invariably ask himself, ‘I wonder what 
that costs?’ Gee, it’s a dandy, I’ll go in and ask.’ 
There lies the opportunity for a sale which is in- 
variably closed with a little encouragement from a 
competent sales-person. 

“In venturing these opinions I want my readers 
to accept them as applying to my particular divi- 
sion of merchandising. These policies are in effect 
in a high class, retail furniture store, and though 
serving excellently here, it is not-for me to force 
them into the window of a women’s specialty 
shop. They will, I hope, be interesting to all de- 
partments, though particular adaptable to the furn- 
iture store group.” 





BEDELL COMPANY SELECTS COAST STAR 
FOR DIRECTOR OF DISPLAYS 


B. C. Hampton, well-known Pacific Coast displayman, 
who recently gained much favorable attention through his 
beautiful displays on the occasion of the opening of The 
Wonder Store, Fresno, Cal., is now in charge of the dis- 
play department at Bedell’s, State Street, Chicago. Mr. 
Hampton is the first Coast artist to make Chicago affili- 
ation in several seasons. 
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How a Display Department Functions 


A detailed account of the operation of one of the most successful 
display divisions on Pacific Coast—Applying the principles of display 


By WADE W. HAMPTON 


Superintendent and Display Director, I. Magnin Co., San Francisco | 


ZS) HE show window is a constant advertisement 
reflecting the character of the store whose 
merchandise is exhibited therein. It follows 
naturally that the greatest of care and thought be exer- 
cised lest the windows fail of their purpose and are not 
truly indicative of the various classes of merchandise 
carried by an institution, suggesting to prospective buy- 
ers articles of which they are in need and providing 
an easy method of comparison with goods handled by 
competitors. First acquaintance with a store is most 
frequently made through the medium of its display 
windows. 

The first essential of an attractive display is neat- 
ness. The window floors are kept clean and free of 
tracks at all times. Backgrounds, fixtures and glass 
must be rid of dust, dirt or marks of any description 
which would tend to create an unfavorable impression 
upon the spectator. The merchandise used in ‘the win- 
dows should be neatly pressed, free of spots, blemishes 
or deficiencies. Windows are swept before being 





trimmed, after trimming, as often during the day as 
becomes necessary, and at night just before the hour 
of closing. The sweeping is done by men of the dis- 
play department, so that in the event of disarrange- 
ment the wrong may be rectified. 


Immediately prior 





This Display, by R. E. Courtney, Hanke Bros., Cincinnati, Won $200 in U. S. Rubber Co. Contest 


to the hour of closing the windows are carefully in- 
spected to discover any defects of cleanliness or ar- 
rangements. 

To follow the process of trimming a window from 
its inception, the first step is the assignment of window 
space by an executive of the institution. The executive 
allots the windows to the various departments accord- 
ing to the importance of the department, keeping in 
mind the trade to be appealed to, the amount invested 
in the various departments, the dictates of fashion, 
stocks on hand, competitive displays, certain emergen- 
cies or special occasions which arise and the seasonal 
character of the goods. The assignments are given to 
the display manager, who in turn distributes notifica- 
tions to the various departments on forms provided for 
that purpose, to acquaint the departments of the win- 
dow assigned and to have the merchandise ready at-a 
stated hour. The window display then being shown is 
removed. The merchandise is then returned to the 
department. The window is swept and the unnecessary 
fixtures returned to the fixture room and new fixtures 
brought to the windows and arranged to display the 
new showing. The new merchandise to be displayed 
is then brought from the departments to the window. 
The window girls assist in the dressing of figures. 
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THE ACME OF 


SPOTLIGHTING an 
COLORLIGHTING 


Innumerable 
Satisfied Users 


“SPOTIT” will direct its 
“POWERFUL RAYS” 
“COLORED or CLEAR” 
FROM THE CEILING, 
WALL, FLOOR OR 
FROM A STAND 





The new 
Nickel De Luxe 
“SPOTIT” 


It can be 
attached to 
and lighted 

from any 

ordinary 
electric socket. 


Inserting Color Slide 


LIGHT complete including COLORS, one 400- 
WATT STEREOPTICON BULB and all 








ATTACHMENTS .----- ai $30.00 
Two or more (each) cacsiihisiiicaninagltal itl licsiges 27.50 
With 250-Watt Bulb (less) .....-...--... 2 —. 1.40 
Stand (Height 4 Feet).......---~-.-....----4.- 1.50 
Stand (Telescoping to 6 Feet)_----------------- 3.50 
EXTRA BULBS: 

AGG AVatte Meech) —...-42..-25 eee 3.25 

250 Watts; (000h)...055----<2neceeeeens 1.85 
EXTRA COLORS: 

Set of Dwent#s-.--+2 se sees ae 1.00 


Terms: NET CASH 


SALES REPRESENTATIVES 
Los Angeles — Chicago — Baltimore — Philadelphia 


SPOTIT COMPANY 


440 West 40th Street New York City 
Tele. Chickering 9754 











The figures and fixtures are so arranged that each 
item stands out clearly and makes a definite impression 
upon the spectator. This is done by giving thought 
to have heights and positions of the articles displayed 
placed in such fashion that each article is clean cut and 
registers clearly upon the onlooker’s perception. The 
goods are arranged so that one figure does not im- 
pede the perspective of the shopper. The figures are 
displayed so that there is an equality of merchandise 
distributed throughout the window. This is called bal- 
ance, but the window must not present a fixed and stiff 
aspect. The goods must be neatly shown, but not in a 
strictly conventional manner, not set in mathematical 
balance. As the figures are imitations of living models, 
the window portrays the naturalness of life as far as 
this is possible with inanimate figures. 

The items to be featured are placed in the most 
favorable position, so that they come in line immedi- 
ately with the shopper’s vision. The colors are not too 
varied, but harmonize perfectly. Items are grouped so 
that each separate article makes impressions involun- 
tarily and individually without an apparent definite 
division of the items used. The accessories are chosen 
to harmonize with the principal items of display and 
are selected with the idea of their appropriateness, in 
use, quality, and price. This also gives the smaller 
departments a continuous showing. 

A certain article reuqires an addition of some na- 
ture, and the incidentals must be in keeping with the 
main tone of the window, such as formal accessories 
for evening wear, sports apparel and equipment for a 
sports display. The selection of the merchandise is 
made by the head of the department, displayed and 
supervised both as to harmony, quantity and possibility 
of exhibition by the displayman. These goods must be 
carefully chosen with regard for pricing, material, co- 
ordination of colors, utility, season—in short, every 
keynote of the exhibition. , 

Suggestions as to arrangement are welcomed by the 
display department, but in the final analysis the work 
must be directed by the displayman, as each individual 
has certain ideas of, style, which he follows as does any 
artist in other lines. Inasmuch as the displayman 1s 
responsible for the appearance of his windows, he 
should be allowed to carry out his ideas, provided they 
do not conflict with the general policy of the store. 
The display department’s function is to assist in selling 
goods, and they work towards this end, and the other 
departments should afford every possible co-operation, 
for it is to their interest to have their goods pleasingly 
set forth in displays. 

Attention is paid here to the character of the trade 
appealed to. Special occasions, such as operas, horse 
shows, and other events of general public interest, are 
followed and appropriate displays made. Windows 
featuring goods for children of the school age are 
placed so that they are in readiness for Saturdays or 
school holidays. The demands of the season and. of 
course, style, are extremely important guides. 


T 
mon 
enou; 
custo 
week 
it dif 
merc 
chan 
are a 
must 
is aj 
items 
ings. 
mark 
acter 
dows 
modi 

C 
chane 
amou 
dows 
more 
the \ 
dows 
pear, 
chan 
wind 
prom 

¥ 
only 
the d 
remo 
The s 
as so 
instat 
the p 
ing it 
tute 1 
the sl] 

ys 
pleas 
not ff 
price 
natioy 
The 
mark 
allow 

Ir 
fixtur 
head 
of wh 
figure 
fixtur 
tissue 
storec 
exerc 
stains 
the fi 


with { 








each 
ssion 
ught 
layed 
t and 
The 
- im- 
S are 
ndise 
| bal- 
| stiff 
(ina 
atical 
dels, 


ar as 


most 
nedi- 
it too 
ad so 
olun- 
finite 
losen 

and 
s, in 
aller 


2 na- 
1 the 
ories 
for a 
se is 
and 
bility 
st be 
|, co- 
very 


y the 
work 
idual 
; any 
in is 
;, he 
they 
tore. 
ling 
ther 
tion, 
ingly 


rade 
lorse 
, are 
lows 

are 
rs of 
1, of 





The windows are changed often enough to vary the 
monotony of sameness, but are left on exhibition long 
enough to be brought to the attention of the prospective 
customer. This means a change of at least twice a 
week. Changes coming at more rapid intervals make 
it difficult for the departments to present a variety of 
merchandise and spoils the decorator’s idea. The mer- 
chandise is marked with a price ticket when the items 
are attractive enough to warrant it. The goods marked 
must be popular prices and not over a certain sum. It 
is a good policy to mark all comparatively low priced 
items which compare favorably with competitive show- 
ings. At least one item in each window should be 
marked unless the display be of such an exclusive char- 
acter that it is unwarranted. In popular priced win- 
dows all items should be marked. Rules of pricing are 
modified in every instance by the exigencies of the case. 

Care should be taken not to display too much mer- 
chandise in the window. The display of an over 
amount causes the blurred impression. In sale win- 
dows slightly more merchandise is used, but not enough 
more so that the attempt to have each integral part of 
the window a distinct impression ruined. The win- 
dows should not be arranged so that empty spaces ap- 
pear, and this is difficult with a small amount of mer- 
chandise used, but the results are better because the 
window accomplishes its purpose when the items are 
prominent. 

The men in the display diaithineis should be the 
only persons allowed in the windows. This eliminates 
the disarrangement of the display and guards against 
removal of merchandise, leaving figures undraped, etc. 
The garments removed from figures should be replaced 
as soon as another of like character is procured. In 
instances where the garments do not have to be pressed, 
the person callirig for the article should have a replac- 
ing item with them. The displayman does not substi- 
tute the article unless it is in keeping with the spirit of 
the showing. 

The signs announcing the display are couched in 
pleasant, simple language, neatly and legibly lettered, 
not flaring or highly decorated. This also applies to 
price tags. The wording leaves nothing to the imagi- 
nation and does not misrepresent the articles shown. 
The displaymen are informed of the articles to be 
marked by department heads. Price tags must not be 
allowed to show. 

In the making of a display the need for various 
fixtures arises. These fixtures consist of wax figures, 
headless figures, various metal and wooden stands, all 
of which most advantageously display the goods. The 
figures and fixtures are kept in a room known as the 
fixture room. The wax should always be handled with 
tissue paper and wrapped in the same material when 
stored. As wax is easily broken, great care should be 
exercised in handling the same to prevent breakage and 
stains such as finger-marks. The hair on the heads of 


the figures should be kept neatly combed, coinciding — 
with the general tone of the display. The fixture room 
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HE SI IT OR NOT 


A well displayed window flags the eye. 
People will walk into the store ready 
to buy because of having seen this_or 
that in the window which they want. Our 


SE READY-TO-WEAR 


Winpow Dispray Frxrores 


For DRY GOODS STORE 
Windows 


Will make window dressing a fascinat- 
ing task, and enable you to produce 
effects of the kind you have always 
wanted. Snappy window displays, with 
frequent changes, will result in huge 
increase in sales. 


44 Exceptional Sets of —— 





WINDOW DISPLAY ¢ of 
FIXTURES ptecovesiens wp 


RANGING IN PRICE FROM~ 


These Sets have suitable Fixtures for 
displaying Furnishings, owns an 
Waists. Very complete all around sets 
with interchangeable features. 


FREE. Write for attractive photos 


Tae Oscar Ouse Co, 


9143 West 4th St. 
Cincinnati, Ohio 
Through Your Jobber or direct 























SQUIRRELS 


FOR YOUR FALL 
AND FUR W:NDOW 


Made of Wood 
Squirrel 2 Inches Thick 
Height 22 Inches 
Base 6x12 Inches 
Squirrel Gray 
Base black 


$7.50 Each 


made a dandy setting. 


6 E. 15th St.. New York 



















A pair of these, with Fall leaves 
sprinkled about, with a few real nuts, 
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By E. H. Bates, C. W. Klemm, Inc., Bloomington, Ill. 


is the storehouse for other equipments such as artificial 
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flowers, used along with natural flowers to add color and 








: ‘ Z : : ; rent. 
life to displays; articles used in special displays such . " 
as beach, nursery, sports, and other windows. These ai 
To Letterers and Students articles when out of use are kept boxed or covered to lls v 
This primary instruction course in lettering has prevent their damage. The fixture room should be 4 lo: 
made good. It is the first application of the kept clean at all times, with the articles used in display te OP 
Gordon System, based on well-defined compari- : , .  Bokhev | 
sons. The familiar music staff is used here as an being arranged so that they are easily accessible to the ey 
+e to correct alignment and construction of displaymen. Here, like in other departments, system Py |. 
Coe iS ee , , must be in evidence. & Co., 
1e€ most simple letter forms are shown an ° . Lea Z 
gradual progress is made up to the most mod- The card room, where the signs for displays are @tispla) 
ern — 2 ord 00 Leger a 7 divided printed, must also be in a clean and orderly condition. 
into tour classifications trom whic a correct : —.. : 
indiviliea’ conceptions maybe desiend, jin soak Here the cards already printed should be classified into wed 
case mention is made regarding the brushes, pens various departments, along with price tags used. Cards ; 
and materials best adapted to the production are ordered on a form for the purpose of setting forth by sey 
thereof with the least degree of effort. : k E F me At Jar 
; the lettering desired, size and special characteristics. Hj - 
This course has met the great need for up- : : of the 
to-date instruction on this subject and will not The sign orders are signed by department managers h 
disappoint. and signs made in order of receipt unless expediency YO’ 
T B ° demands otherwise, in which event the order should be "ts | 
Oo beginners countersigned by the management. Surplus materials the de 


This system will enable you to study letter- 
ing intelligently and answers all questions in a 
manner calculated to inspire the student with 
confidence in the abilitv of his instructor. It 
eliminates indiscriminate practice. Reduces theory 
to a point of producing almost immediate results. 
Heretofore lettering has been taught by present- 
ing a few alphabets, mostly ill chosen in point 
of adaption to handcraft. These, with a few 
random remarks about drawing the characters 
as represented, completed the course in confusion, 
leaving the student to his own devices with the 
usual result—Failure. 


Each lesson printed on cardboard, Size 7x11 
Blue Portfolio Container 


THE DISPLAY WORLD 
Cincinnati, Ohio DW-9-23 


Gentlemen: 

Enclosed find money order for 

(_] $2.00 for one copy Gordon’s ONE HUNDRED LOOSE 
LEAF LESSONS IN LETTERING. 

[_] $3.00 for one copy Gordon’s ONE HUNDRED LOOSE 
LEAF LESSONS IN LETTERING and a year’s sub- 
scription to The DISPLAY WORLD. 

Ship postpaid at once to the following address: 








such as cardboard, brushes and paints are kept in show 
card room. 

The display manager, who is responsible for this 
procedure, has also under his jurisdiction the buying of 
the store fixtures, artificial flowers, special prepared 
backgrounds, and the physical arrangement of the in- 
terior displays. The display manager uses an order 
book when buying these items, being allowed a liberal 
appropriation each season. In case that his budget does 
not balance at the end of the year, and if there is a 
certain amount of the appropriation which is not used, 
this is added upon his following appropriation and can 
be used at any time which the display manager sees fit. 
If the display manager has used more than his appro- 
priation, this amount is then deducted from his next 
appropriation. However, this does not happen often, 
as the appropriation is liberal, and if the display mana- 
ger uses good judgment there will be a surplus in the 
budget at the end of the seasons. 





PEERS | cies cnsrree is bes bins esl Dood cce Soe e cnt as 

cre JUST LOOKING OVER THE GOLDEN WEST 
Address COCCHSHS DSS ee oeeserseecceddebesesreceacnnessedECEEE ES SENG ® Cards have been received at this office from yw Lubarsky, 
Pak 6+ sices castes cates wearer oe EET Peers ere GEE prominent Chicago displayman and fixture designer who is 


Note.—If remitting by check add 10c for exchange. 


at present vacationizing in California. 
















CONGLOMERATION of merchandise has 
been shown in the various store windows 
during the month of August. The early 
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ings of the new fall apparel peeping out at the 
millions of passersby. The end of September will 


m, Ill. Hind elaborate fall openings in a few of the local 
tificial MOT’: One store in particular is spending thous- 
ial ands of dollars in preparation for the fall opening 
5 such — 

_\,— Every year Paris introduces new decorative 
red to @gvolls with one outstanding feature. Last year they 
ld be @gtad long thin arms and legs. This year they are of 















the opposite style, with round, stubby face and body. 
They have been introduced for the first time here 
by I. C. Eldredge, display manager for R. H. Macey 
&Co., Inc., who is using them in connection with a 
display of Spanish shawls. 
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ae New Fixtures Introduced 
into 
— Some interesting fixtures have been introduced 


by several of the local fixture people and stores. 


forth . 
istics, Mt James McCreery & Co., a fanciful elaboration 
agers of the common T-bar draping stand was recently 





shown, and furnished an interesting change in sup- 
ports for drapes, contributing at the same time to 
the decorative effects. The top of this fixture rep- 
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‘New York Display Activities 


Fall opening displays scheduled for last week in September—Holiday 
decorations and novelties have attention of manufactures 


By WILLARD D. HART 
Special Correspondent, The Display World 


part of September, however, found the first show- - 


Jap-Rose Soap Display by Richard Meyers for The Emporium, St. Paul, Minn. 


resents a fantastic bird executed in low relief. The 
two wings are brought together above the head 
and the body, and are in flying position. A pair of 
curling plumes extending outward on either side 
supply the horizontal cross bar. The body of the 
bird is gold and the plumes are in gold, red, and 
green. Green, red, ‘gold, and black are used in the 
standard and pedestal of the fixture. 

At the L. A. Feldman Fixture Co. they have a 
metal shoe stand that is of smart appearance, com- 
pact and capable of displaying a goodly assortment 
of shoes without becoming, cluttered. The metal 
in the fixture is in a copper finish. The metal tops 
are graceful and of a size and shape that. will har- 
monize with any style of shoe. The uprights of the 
stands are a continuation of the three legs bent 
around the ring on twisted metal which supports a 
circular top. 

Another interesting Feldman fixture is a drape 
top made of walnut, cut in the form of a bow of 
narrow ribbon, with long streamers floating out- 
ward to the right and left. The design is graceful 
and airy in effect and makes a dainty support, pro- 
viding plenty of loops for supporting a long drape. 

At Hugh Lyons & Co. show rooms a set of 
wooden fiutures of dignified and graceful design 
has appeared under the designation of La Belle 
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Greatest Book Ever Written 
For Window Trimmers 


CONVENIENT reference book for every man interested in displaying 

merchandise in windows, show cases, and store interiors. 315 pages. 
Hundreds of illustrations and diagrams. 14,000 already sold. Price only $1— 
postpaid. Note this partial list of contents:— 

How te make or buy all kinds of metal, wire, wood, glass and bamboo 

fixtures, stands, brackets, pendants, pedestals, shelves; how to dress, pose 

and group display forms; how to select and use backgrounds; suggestions 

for displays for holidays and other special occasions; composition orna- 

ments; built-up ornaments; paper flower making; crepe paper decorations: 

lattice-work; plaiting; puffing; scene painting; mechanical displays; how 

to display merchandise, helpful hints on advertising, etc. 

Send $1 to-day and get this 315-page I. C. S. Window Trimmer’s Handbook. 

It’s crammed full of ideas that will save you time and money. Satisfaction 
guaranteed. Note other tit'es, too. Money back if not satisfied. 


INTERNATIONAL CORRESPONDENCE SCHOOLS 
Box 9303, Scranton, Penna. 


| International Correspondence Schools, Box 9303, Scranton, Pa. 


I enclose $ ... for which send me, postpaid, the Handbooks | 
marked X, at $1.00 each. It is understood that if I am not entirely satis- 
fied I may return any, or all of them within five days and get my money back. 


OC) WINDOW TRIMMER’S HANDBOOK S *LESMAN’S HANDBOOK 
| L) AUTOMOBILE HANDBOOK BOOKKEEPER’S HANDBOOK | 
| [J ADVERTISING HANDBOOK RADIO HANDBOOK 


PD crccnihaiidsesccxes sicusiapuninsacentapadoneleaeneespoes ; rasmeekh dennis eninngeumaibaaaeesoe 
* Address.......... = sie baNabanp wasea ds picap hap enevebenaistetaaen umes sereaeen ceva tanencieneneen ee 
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Send for FREE story 


Interesting, illustrated folder “How to get 
Greater Desk Efficiency’? shows how to keep 
your desk cleared for action, ‘Thousands of 
Kleradesks are giving entire Satisfaction, Saves 
time locating, distributing or sorting papers. 
Takes less space tharatray. Sent FREE trial. 


Kleradesk 


130 N. 30th 
ST. LOUIS 
















ca 
Mailing Lists 


: ® Will help you increase sales 


? 
b> a Send for FREE catalog showing 
* details covering names of your 
best BE i ga pik _cuncmens. 
Sounts and prices 
thousands of different Mating Lists, 


¥ 99% by refund of 5 Coach 
130 Nn ‘ 
Ross.could Co 2. St. Louis 
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“APPLIED ART STUDIOS 


Papier Mache Window Display Decorations 
FLOATS, EXPOSITION EXECUTIONS 


359 West 42nd Street Longacre 7307 New York 





























Dessin, an adaptation of the Colonial type. In the 
case of stand and stand tables a tripod composed 
of rather long legs forms the base. The legs have 
a short, sudden curve at the top and a long slower 
curve the rest of the way. - 

With the approach of the Christmas season one 
looks forward to seeing a number of the original 
residents of the ark during the flood in papier mache 
form. A visit to the lair of these papier mache 
animals was made recently. It was in none other 
than the show room of one of the largest display 
fixture and decorative manufacturers in the coun- 
try, namely, Messmore & Damon. Papier mache 
seems to lend itself admirably to the expression of 
the anatomy and character of forms through model- 
ing and coloring, in addition to being less fragile 
than plaster, for instance, and lighter than the 
other materials. 

To begin with, there is a revolving Christmas 
tree, in the shade of which the animals may bask, 
in somewhat a conventionalized shrub. Lights shine 
through circular portholes covered by transparent 
pictures of subjects favored by children. It is 
mounted on a red and green base. Three camels 
to bear the three wise men of the east, for-a toy 
department in a New York store, were on the way, 
a proper enough expression for ships of the desert. 
One of them, a kneeling camel, was quite unusual 
for camel statuary. This one was, at this particular 
time, resting on a pair of horses. A considerable 
amount of skin grafting seemed necessary before 
hair would appear. Rivet heads appeared here and 
there. The ear was still a piece of wood. A trap 
door by which the motor and other inwards were 
inserted was conspicuous. These camels are all 
thoroughgoing ruminants. A singularly natural 
horizontal chewing movement has been achieved 
for the lower jaw. 

Among the other inhabitants of the den were 
lions, hippopotami, bears, bisons, wolves, elephants 
and others. They are for the most part mechani- 
cally worked, either their tail, head or part of body 
moving this way and that way, or in a monotonous 
motion. Talks with the local displaymen reveal 
that mechanical decorative matter will rule the 
roost in the stores this year. 

Europe has little to teach America from the 
angle of store decoration, excepting in the matter 
of color, according to John J. Cronin, display man- 
ager for L. Bamberger & Co., Newark, president of 
the Metropolitan Display Men’s Association and the 
International Association of Display Men, and Carl 
Goettman, display manager for the Joseph Horne 
Co., Pittsburgh, who just recently returned from 4 
ten week’s trip in Europe. 

The two men covered practically every country 
of importance in their exhaustive search for things 
new and novel. European stores, they think, are 
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In the not in the same class with their American proto- 
mposed MM types, particularly the department stores, and any 










38 have interesting ideas these decorators obtained were A G N U | NE 
slower from the smaller shops. Mr. Goettman and Mr. k 
Cronin did, however, find several types of decora- 
On one MH tive matter that were interesting, and they pur- X a RA y R E fF L E C T () R 
original MM chased certain unique fixtures of various kinds, 
mache among them wax figures which displayed interest- 
mache ingly new poses, and parchment and glass flowers. “HIPPO” 
e other In London they obtained large illuminated vases, 
display made of a composition, which are lighted up by 
 Coun- means of fruit at the top. 
mache One of the largest display windows in the coun- 
sion of try will be boasted by R. H. Macy & Co., Inc., when 
model- @ their new-annex is completed. This window, which 
fragile will be approximately sixty-five feet long and nine 
an the Mi feet deep, will be ready for the holiday season, and & one 


the store promises to have one of the most spec- 
istmas | tacular toy displays ever presented by any shop, as 
bask, a sort of introductory method of opening the vast 
s shine window. This store has spent a large sum of money 
parent @ during the past few weeks refinishing their display 





50,000 
Candle © 






It is windows, and has installed new hardwood floors j Power! 
-amels Mand repainted their backgrounds to a putty shade. - 
‘a toy They have also installed ventilators to allow some in the a2 : 
e Way, air to circulate through them. When the new annex Bes m 
lesert. Mis finished the store will use the Thirty-fourth Street Center Spot 
usual spaces as the feature windows. It is believed that 
‘icular more people pass the Thirty-fourth Street windows 
erable than the Broadway ones. 
“i Lawrence McArdle, display manager for Orkin’s, 
‘ean ; 
and Louis Wiesgerber, display manager for Lord 
\ trap & Taylor, are vacationing. Larry has gone to the THE SHOW WINDOW 


— Catskill Mountains, where he is going to take a 
re all complete rest, and Louis has gone to his home in FLOODLIGH 


tural Ml Wheeling, W. Va. 


lieved Herman Frankenthal is so proud of his silver The only light that will successfully 
cup with which he was presented at the convention overcome daylight plate glass 

were in Cleveland that he has called all his friends in to reflections 

hants see it. Herman says the last convention was the 


a. best and most educational he ever attended. He Makes Your Windows 


will not miss another, is his vow. 


nous William Nettum, for several years first assist- Stand Out 


“~ ant to Louis Weisgerber, display manager for Lord 
& Taylor, has resigned to take up his career on . 
the stage. He has been studying opera singing for National X-Ray Reflector Company 
| the several years, and has finally been signed to a con- New York CHICAGO Los Angeles 
atter tract to take up the second leading part in the light Engineers in all principal cities 
pat opera play hit, Blossom Time. He willopenin some |]|_ __ __ __ _Tear off and mail today 
nt of out of town city and play an entire circuit. National X-Ray Reflector Company, 
d the The dinner and entertainment in honor of the 236 W. Jackson Blvd., Chicago. 
Carl return of Messrs. Cronin and Goettman from fea ag we cad Ou ean asain alge a 
: rectly light show windows. I want my windows 
orne Europe, scheduled to be held at the Hotel Breslin to be the most attractive in town. : 
~* on September 6, has been postponed until Septem- i AE le a oe ili li lei 
ber 20 to allow all metropolitan men to return from 
ntry their vacations. One of the best parties ever en- Street No._-_-------------------------------------- 
ings joyed by display men is promised by the committee RS I A aa Ca a ae ene ae 

















are in charge. 
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Special Decorations for 
Halloween, Thankgiving 
and Christmas Displays 


Novelty Window Displays 


Latest creations in backgrounds 


Make your Fall Display 
reap a bountiful harvest. 
New and novel designs in 


PAPERS, ARTIFICIAL FLOWERS 

BORDERS, SCENIC PAINTINGS 

PLACQUES, DRAPING CLOTHS 
ETC., ETC., ETC, EFC. 


Get in touch with us now. 


PLL LD DLL LDL LD LDL EDL LILLE Oe 





PPPP PPP PPP PPP PPP PPD DDL 


> fn in in dni dy dy ds dy dn 


Catalogs soon ready. 





Doty & Scrimgeour Sales Co., Inc. 


“BETTER WINDOW DISPLAYS.” 
30 READE STREET 


NEW YORK 























OUR LATEST CREATION 


For the display of Hair Goods, Jewelry, 
Millinery, Furs, etc. Will stand any cli- 
mate---no melting, chipping or cracking. 


SEND FOR OUR CATALOG 


The Marvel Form Co. 


103 Federal Street Saginaw, Mich. 




















SEEN AND HEARD 


I By Jaymes Wiltham Martyn ——— 





Real Co-operative Spirit 

Rollman’s new store in Cincinnati is located di- 
rectly across the street from Mabley & Carew Com- 
pany, but the possible big inroads the new store 
might make into Mabley & Carew sales volume was 
furthest from mind when the latter organization 
included the following welcome in all its advertise- 
ments just preceding the opening day of the new 
Rollman sture: 


Welcome, Rollman’s! To-morrow you 
swing open the doors of your new store. It will 
be a notable day and event in your history. 
Out of the time-stained old structure in which 
you grew up you have made to blossom a mag- 
nificent new store. You can feel eminently 
proud of the achievement—it is a pride in 
which all Cincinnati shares with you. And 
with a goodly share of that pride and almost 
a half century of friendliness, we stretch our 
hands across the street this morning and grasp 
yours and say, “Congratulations, Neighbor!” 
* * & 


“Clint” Always Was a Step Ahead 


Clinton E. Smiley, western manager for a leading 
wax figure manufacturer set an excellent example 
for other manufacturers when he adopted the policy 
of regular weekly feature displays in the show win- 
dows of his Chicago salesrooms. And these displays 
have been profitable investments. Ask the genial 
Smiley! 

* * &* 

We hear much of foreign efficiency, especially 
Teutonic, but we must not forget that it was an 
American who invented the two-pants suit. 

* * & 


Harry Davis a Skilled Artist 


Harry C. Davis, that great display master direct- 
ing window and interior decorations for M. L. Roths- 
child's, Chicago, is a scenic artist of rare merit, and 
spends his vacation periods in the country, from 
whence comes the inspiration for the striking decor- 
ations characteristic of Rothschild’s show cards, 

* * &* 


We think the criticism of one Campbell, Pacific 
Coast displayman, a bit unjustified and untimely, 
coming as it did from one perhaps not best.qualified 
to pass judgement on window displays. Despite the 
opinion of one gentlemen, Mr. Campbell has done 
excellent work in the display field and there are 
many so-called “greats” who could learn much of 


the finer points of display from this same Campbell. 


* * & 
But It Didn’t Appeal To “Bill” 

Before affiliating with Filene’s, Boston, William 
Rossiter, nationally famed display artist, prepared 
and directed the settings for a series of “big time” 
movie productions. 

Sat 

The man who is master of himself doesn’t have to 

worry about other bosses. 











rep! 
the 
fixti 


disp 
obta 
disit 
a lo 
becc 


feeli 
hung 
Bos: 
that 
so t 


i 
we. 
enth 


s 
man 


befo 


Ohic 
pres: 
brin; 


that 
look 
mak 


year 
Cal., 
tinuc 
enth 
the 

of t 


Unit 
but 
bane 











oS. 


—_— 


' eo mm 


ie ee ee ed, 














They Know How to Advertise—And Do 


For real, unadulterated aggressiveness and spirit 
our old broad-brimmed derby is off to that Hugh 
Lyons “bunch.” Frequent contact with their sales 
representatives and executives unmistakably reveals 
the reason for the great success of this popular 
fixture organization. 

i aes 
Received Merchandise Training Abroad 

H. H. Tarrasch, leading display exponent, and 
display manager for Stix, Baer & Fuller, St. Louis, 
obtained a thorough schooling in art and merchan- 
dising in Germany. In that country one must serve 
a long apprenticeship and pass rigid tests before he 
becomes an accredited clerk in any first-class store. 

ee: oe 


Being Irish, this columngrafter can appreciate the 
feelings of that old son of Erin, who, on seeing 
hundreds of boxes of fish being unloade] at T. wharf, 
Boston, and each box stenciled K. K. K., thought 
that the Ku Klux Klan were buying up all the fish 
so the Catholics would have to eat meat on Friday. 

; — -" - 
Welcome Back, Ol’ Top! 

L. F. Dittmar having re-entered the display field, 
we may now expect a liberal addition of “pep” and 
enthusiasm at future I. A. D. M. meetings. 

a 

Speaking of efficiency, our idea of speed is the 
man who can switch off the light and get into bed 
before the room gets dark. 

e ¢ 8 
Wait ’Till Dittmar Hears About It! 

We sometimes wonder what has happened to the 
Ohio Association of Display Men? We didn’t see its 
president at Cleveland, and inquiries directed to him 
bring no response. 

“eS 


Old Stuff 


“So you think you can dress a show window so 
that every woman who comes along will stop and 
look at it, do you?” asked the manager of a dress- 
making establishment of an applicant for work. 

“Yes, sir; I do.” 

“Well, then, what is the first thing you would do?” 

“I'd put a big mirror in the window and—” 

“That’s enough, young man. We don’t want you 
as an employee; we'll take you as a partner.” 

—Honolulu Star-Bulletin 
* * * 
Has Been Making Records for Years 

Charles W. Morton, with more than twenty-five 
years’ affiliation with Weinstock-Lubin, Sacramento, 
Cal., perhaps holds the displayman record for con- 
tinuous service with orie store. Mr. Morton is a most 
enthusiastic and energetic artist, a charter member of 
the I, A. D. M., and director of several departments 
of the Weinstock-Lubin store. 

se te 
But We Have Lots of Other Things 


One Englishman, returned from a visit to the 
United States was high in his praises of the country, 
but regretted deeply the fact that we had no 
bananas. 
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Does Your Window 


Attract Business? 


Your window is your most expensive salesman. 
Do you help it make sales for you? A gvod 
window attracts favorable attention, creates de- 
sire for the merchandise displayed, and brings 
the customers into the store. You can help. your 
window do this successfully by dressing it with— 


HYDOL. SILK PLUSH 


IN THE NEW AND BEAUTIFUL 
RANGE OF COLORS 


IN 24-INCH, 36-INCH AND 
50-INCH WIDTHS 














SAMPLES AND DESCRIPTIONS 
‘GLADLY SENT ON REQUEST 


Hydol Plush Mfg. Co. 


—ESTABLISHED 1839— 
41 East 20th St. New York, U. S. A. 


“Hydol Silk Plush (+ Quality x Service—Price)=Value.” 

















SPECIAL WINDOW DISPLAY 


MONTHLY PHOTO SERVICE 
of ia Fe even the Style 


Eight all new, up-to-date photos 
supplied all together on one sheet 
14 by 17 inches 


Service No. 
1 Eight Department Stores of different 
e varieties. 


Eight Ladies’ Ready-to-Wear Display 
e Windows. 
3 Eight Gent’s Furnishing Display Win- 
e dows, varied. 


4 Eight Millinery Windows—Large and 
e Small Stores. 


Eight Shoe Store Windows — Dept. 
e Stores—Specialty Shops. 


$ Monthly for each service, State service 
number desired. Send cash, check or 
money order, or write for our sheet giving 
details on 60 other Standard Department 
Store window displays of eight each. 


Worsinger Window Service 
Member I. A. D. M. 
124 West 34th Street New York City 
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How to Make Effective Show Cards 


The fifth of a series of lessons designed to supply correct principles for 
beginners and offer suggestions for advanced students of card writing 


By B. A. RAINWATER 
Master Card Writer, St. Louis, Mo. 


HAT’S the matter? Is it the brush or pen, 
>} paint or ink, or is it me? (this question was 
asked by A. Displayman). I can’t even 
make a decent letter, much less a show card, but 
I’m going to keep on trying.” 

I referred him to the August issue of The 
Display World. There’s a certain amount of ana- 
lysis to be made in determining the cause of such 
a condition. The best thing to do is to try and 
find out for yourself by closely applying your ef- 
forts. However, The Display World of August 
presents a few valuable suggestions the application 
of which will tend to overcome some of these dif- 
ficulties that students of lettering have. 

If you desire to write with stiff pens you should 
use thin inks; if with more flexible pens use heavier 
inks or fluids. Don’t mix inks unless they are of 
the same chemical solution, as it sometimes 
changes the flowing consistency, in which case you 
are liable to blame a perfectly good pen for not 
performing perfectly. 

Don’t expect a pen to do sharp lettering when 
clogged with dried ink. Have an odd pen point 
handy to scrape off the retainer and pen. Don’t jam 
pen point on bottom of bottle while dipping for ink; 
this in time burs the point. 

Keep about fifteen or twenty assorted styles of 





pens in holders on your desk, as each pen is good 
for one or more stroke effects. While writing 
cards, etc., I never look at the pen while selecting 
a desired point ; I choose them by the color or shape 
of the holder they are in. This familiarity devel- 
opes and is easier than selecting by the points, be- 
cause of the latter being black and harder to see 
than a colored holder. 

“Know your pens.” That’s important, as also 
is the necessity of knowing the positive place on 
the paper where the stroke begins and where it 
must end. This is discerned by guide strokes and 
also guide lines in pencil or charcoal. 

A guide stroke is a rough light line which indi- 
cates the form and position of proposed lettering. 
A guide line lightly lays out the measure of your 
upper and lower case. Illustration No. 1 gives an 
example or rough layout, such as is absolutely re- 
quired for making particular type spacing. IIlus- 
tration No. 2 shows the overwriting on the guide 
strokes with a flat pen, using the Amer Text. 
(See August issue of The Display World, page 52.) 

How to make effective letters is one study, and 
how to use them properly is another. From among 
the thousands of individuals that do lettering, or 
teach it, how many will you find among them that 
can wr te a passable display card, testimonial or a 





Excellent Card Examples by H. W. Weaver for Blach’s, Birmingham, Alabama. 
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BRUSHES 4° SUPPLIES 




































When we adopted the name, we took for our aim “Perfect Stroke.” 
And Card Writers by the thousands today attest to the fact that 
these Brushes and Supplies typify “Perfect Stroke” in every way. 
If you aren’t fully informed, get our new Catalog No. 10 without 

delay 


a copy awaits your request. 





Illustrated Circular of 


Let’s hear from you. 





Christmas Cards—Now Ready 


Unusually attractive designs in multi- 
color will aid you in corralling a 
goodly share of holiday business. 

















Bert L. Daily 


126-130 EAST THIRD STREET 
DAYTON, OHIO 
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SHO-CARD BOARD 
is 


DULL COATED 


Worxs with THE ARTIST in PRODUCING ATTRACTIVE SIGNS 
THE 22 COLORS ARE SUPERB,MANY OF THEM ENTIRELY NEW 
WHITE-IVORY- TAN-GRAY-LIGHT BLUE-LIGHT GREEN-LAVENDER 
BLACK-NEW BLUE-TROPICAL GREEN-SHETLAND GREEN-TANGERINE 
TURKEY RED-COCOA-OX BLOOD-ROYAL PURPLE-BEAUTY PINK 
OLDROSE-BUTTERCUP YELLOW. GULF BLUE-TERRACOTIA: CASCADE BLUE 
SEND FOR FREE SAMPLES 


HURLOCK BROS COMPANY 


|___ 3436-38 MARKET ST. PHILADELPHIA 














What the “Passerby” 
Thinks of you 4) 
or Your Store ° 

largely depends on your 


Show Cards and Window 
Backgrounds. 


Don’t Let Your Displays 
Destroy Public Confidence 


make yours so attractive that 
they create a desire to buy 
and like a magnet—fairly pull 
the Customer “IN.” 












Advertise 
— Right 








A Parrot Can Talk But He’s No Salesman 
Some Signs—Show Cards Don’t Even “Talk” 
PAASCHE AIR BRUSHES make Your 
Display So Good They Tell Your Story 


to Your ““Tomorrow’’ Customers! 
WRITE FOR CATALOG 


Sauce Ar Sauk Co. 


19022 DIVERSEY PARKWAY CHICAGO 
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Makers of Air Brushes—Accessories, Acknowledged the BEST. 
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ADCDEFGHITKEMN 
OPQKSTUVUV XYZ FZ 


-abcdefohij 


klmnopgrstuvw 


_ xyz-Chestershire-Double Stat 


The Double Staff Upper and Lower Case Text. By B. A. Rainwater, St. Louis, Missouri 


lettered poem? Any one of these subjects should 
be treated differently, but all are entirely governed 
by crafty spacing, and weights of type which indi- 
cate the importance of what is being said, and even 
gives you the cue to proper pitch of voice expres- 
sion while reading. 

The department realizes the deep importance 
of correct type display, and in the October issue 
th's feature will be illustrated and described. 
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lich Copper 


PURE RED SABLE 
| SHOW CARD BRUSHES 





b 
e 


Set of 5 
| (as 
2 pictured) 


$3.20 


Seven-inch pol- 
ished handles. 
Copper seamless 
ferrules. We 
have sold thous- 
ands of these 
famous brushes, 
and I guarantee 
these to be the 
best brushes you 
have ever used. 


| 
: Complete 





Individual 
Prices: 


WRITE FOR A COPY OF OUR 


FREE BULLETIN 


ADDRESS P. O. BOX 437-D 





guc 4uc Soc 


GALESBURG, : 
ILLINOIS 








Attention is called to the halftone plate on page 52, 
illustrating a series of effective cards by Mr. Weaver, 
of Birmingham. This man is naturally gifted, and h's 
card work evidences a keen appreciation of color value, 
the importance of text, balance and spacing. Striking 
effects are obtained through the judicious use of illus- 
trations, while the strength of the card is maintained 
w:th an appropriate amount of text. .These are cards 
that should serve efficiently in enhancing the display. 


Professional Lettering Simplified / 


‘She SPEEDBALL SYSTEM¢ 


O | 
ie a. 1 ta POIN OG 








A practical lesson arrangement 
for the School Room. (size 5*7) 


over fifty plates” price $le° complete 


Hished 6y HUNT PEN CO.,CAMDEN,N.J..7 SZ. 


actur 1outot r Speedt all Pen Speedball Inks ,Speedt if] Books 
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What You Should Know About Wax 


(Continued from page 14) 


demand the skill of the master in practically every 
completed figure. This requirement or rare skill 
extends to every detail of wax figure manufacture, 
and forms in part the reason why there are very 
limited opportunities for the wax sculptor who can- 
not qualify as a master. Each workman must be 
an artist in his particular branch of the work as 
the slightest detail cannot be neglected or over- 
done without emphasiz'ng the artificial. 

In this series 1 will introduce the personnel of 
what has been generally conceded to be the most 
skilled staff of wax figure sculptors in the country, 
and illustrate those essentials in wax figure sculp- 
ture that demand the skill of the specialist. Unlike 
the earlier productions of figures and caricatures of 
womenhood that were miade and sold by the dozen, 
the best productions in wax figures of this day are 
individual creations, modeled from life and pro- 


duced by the highest priced artists of the profession. . 


The first cost in the manufacture, and one that 
is lost sight of in the finished product, is the 
thought, time and expense involved in the selection 
or origination of every new model produced. This 
must be done with a view to the completed figure’s 
attractiveness and practical value, and requires an 
intimate knowledge of all of the natural human 
characteristics that exist in the pose that is to be 
reproduced, as well as the mechanical knowledge 
of the attachments that will make the finished fig- 
ure practical for use. 

The first step in this cost is one of the most im- 
portant, as well as expensive and valuable. Much 


. time is demanded if perfect model examples are to 


be secured—and these cost money—plenty of it, 
and the selection of these important essentials and 
the part they play will be the subject of our next 
installment. 

Not a few, but many live models must be studied 
and several selected for employment in.the making 
of a single figure, inasmuch as it is impossible to find 
one individual model imbracing ali of the require- 
One model may have a perfect head, 
another a perfect neck, arms, shoulders or hands, 
but invariably the one selected for the most perfect 
head fails by wide margin of possessing perfect 
arms, shoulders or hands. Thus it will be seen 
that the selection of original model types is no easy 
task, and that invariably at least three, and fre- 
quently as many as eight are employed while form- 
ing a single figure of wax. 

In the October article I will discuss in detail 
the selection of models and then indicate the de- 
tails of posing for the various parts of the figure 
and introduce the details of the first physical oper- 
ation in figure making. 
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C, Dhe Cardboard is the 
Foundation of the Show Card" 





The best Show 
Cards in the world 
are made on Cres- 
cent Brand Card- 
board—that is why 
they are the best 
Show Cards. 


Send today for our 
new catalog and 
price list, and be 





convinced of the 
superiority and the 


economy of Cres- 





cent Brand Boards. 


~ — 


CHICAGO ut Bart COMPANY 


664-670 West Washington Boulevard 
CHICAGO =< "-_Y’__ ILLINOIS 



































| Ofe Standard School 
of Jettering is —~ 


sgijled UP til Fal 


The personal attention 

iven to our students 
limits our enrollment to a small num- 
ber compared to the applications on 
‘file Our waiting list will absorb 
our summer enrollments To get in 
on our fall classes starting 1n Septem: 
ber you should write us today and 
make your reservation 


Send coupon below for turther informa- 


tion on Our Practical Course inLetter 
and Show Card Writing at “9 


School of lettering 
6433 Ravenswood Ave —~ Chicago, Ill 


I would like further information on your course of 
Instruction in lettering and Show Card Writing— 


Name 
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Costs and Depreciations 














N Japan, people stand spellbound Some interesting figures prepared by members 
before window displays of Amer- of The Dispaly World Advisory Board 
ican goods. 

In America, it’s different. You must ISPLAY WORLD readers, enthusiastically 
make your disp’ay unusually attention- : ; #4 : 
compelling to create even a ripple of interest. taking advantage of the a: adits at their dis- 
Nat-Mat Cardboards will assist you. posal through the Editorial Advisory Board, have, 

Send for the Nat-Mat le book ing 
end for the Nat-Mat sample boo — naa rind tag a Brie of _ 
7 interesting problems. Great numbers of merchants 
National Card, Mat & Board Co. and displaymen have evidenced a deal of interest in 
4318-36 Carroll Ave. Chicago, Ill. the opinion of the Advisors where their advice is 
Nat: given on such items as department budgets, cost of 
display department operation, fixture deprecia- 
tion, etc. 








We print here the consensus of opinion as 


HOW TO ORGANIZE gathered from responses to the query: What per- 
A FLORAL PARADE 3 centage, based on volume business, would be con- 


sidered fair for display department where store’s 
By JOS. SCHACK annual business volume approximates (a) $3,000,000 


PIE 


HOW TO ORGANIZE zz 

A FLORAL PARADE 24-page paper bound pamphlet, 4 al 000,000 000? 
4 ae off the press, containing all ° (b) $5, . (c) $250, j 
: the information necessary for the In display departments where the annual busi- 


organization of floral parades. 
Fully illustrated with design sug- 
gestions and working diagrams. 


Price 25c Postpaid 


ness of the store is $3,000,000, the opinion is ad- 
vanced that .70 of 1 per cent may be considered 
reasonable expenditure in the display division. 
Sixty-two hundredths of one per cent is recom- 
The rowan? = mended as the operating expense where the store’s 

rr volume approximates $5,000,000, and 1.5 per cent 
where business volume is $250,000, and where is 


Order from 
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maintained an exclusive displayman, or .80 of 1 per 
cent where combination advertising and displayman 
is engaged. 
Responses to the inquiry concerning the depre- 
Oram ; ciation of forms, wood fixtures and wax figures 
BRUSHES : \ SUPPLIES | are averaged in the following table: 
A Wear and Tear Resale 
ge Depreciation Depreciation 
MP Ist year 30% off 1st Cost 50% off 1st Cost a 
co LETE BRUSH AND PEN Forms { year 55% off 1st Cost 85% off 1st Cost ia 
ee A OUTFITS 3rd year (Passe) No Value Of No Value 
ese outfits contain everything necessary for : 
the Card Writer and Siekineman” J Wood fa year 3a — a — reed = = 
* nd year 0 O S Os 0 O S OSs 
BRUSH OUTFIT FOR $2. 00 - Fixtures | {ty year 50% off ist Cost 50% off 1st Cost th 
1 No. 12 Pure Sable Rigger ee $ .90 After f i i | 
1 Mo. 8 Pune Meats Eaeeae es 50 (After fourth year use for interior or sell) m 
1 No. 6 Pure Sable Rigger- 2 Sa Wax {ist year 10% off 1st Cost 50% off 1st Cost et 
2 2-Ounce Water Color (Red & Black)-_------ 50 ” 2nd year 35% off 1st Cost 75% off 1st Cost . fo 
1 Razkut Card Cutter_- 25 gu 3rd year 75% off Ist Cost 90% off Ist Cost 
1 Show one eer: eater REE $2.50 (After third year figures are out of date) 
PEN OUTFIT FOR $1.00 Note: On wood fixtures it will be noted that the 
1 Set Speedball Pens ae ae $ 50 great depreciation comes after the third year, on 
1 2-Ounce Speedball Ink_-______-_---_------- 25 wax after the second year, based on average value —_ 
1 Speedball Instruction Book lid ae = 
1 Double End Pedholiler pe 15 to the department. For resale, however, greatest 
1 Set (12) grea ee ® : .20 depreciation comes in fixtures after the first year, 
These Outfits will be Sent Prepaid 1.25 and on wax, like on automobiles, as soon as received 
' from factory. 
OArthur CF. Gioerauf ©Co. 
Sign & Show Card Supplies The window fixture order of the latest store of The 
525 Woodward Ave. Detroit, Mich. Dow Drug Co., Cincinnati, totalled $2500, and was sup- 
Send for Illustrated Catalogue ‘plied by The Onli-Wa Fixture Co., Dayton, Ohio. Interior 
fixtures and cases approximated $25,000. i 
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0 
‘ ortunity &xchange 4 
| 
call 
es Men Wanted Positions Wanted or Sale Wanted wo Buy 
lave, 
r of 
ants 
st in 
ne is 
st of GOLDEN OPPORTUNITY 
i. FOR LIVE WIRE DISPLAYMEN!! 
os A very well established and widely known concern handling 
ai Artificial Flowers, Novelties, Window Fixtures 
sai Window Valances, Draperies, Etc., Etc. 
wate is compelled to offer their business, which is growing every day, and which 
is equipped right now with a full line of Fall merchandise 
US1- 
ad- FOR SALE 
ered 
oa The ONLY reason is continuous sickness of the head of the concern. Here 
aie, is your opportunity to make yourself YOUR OWN BOSS, and to step into 
aaa a well built-up business, which has an unlimited future. 
cent Answer this advertisement only if you mean business and if you have at least 
e 1s Fve Thousand Dollars Cash. Balance can be arranged on E Z TERMS, if 
per ~ you wish. Glad to stay with you awhile in order to get you acquainted. 
man 
Address your answer to 
pre- GOLDEN OPPORTUNITY 
- | Care The DISPLAY WORLD, Cincinnati, Ohio 
mn 
ost 
ost For Sale FOR SALE—Fleece-lined Jersey cloth, 
C taped elastic top slippers for displaymen, 
ost Windowcraft Background i aa Gn Cee, * tae SELL IT! 
- Complete setting with all peace yoga gala amamaa That used window background, 
the changes, including pictures, J. M. WALTERS, Mfr., ; 
mirrors, five shadow boxes, 220 South Benton Way, Los Angeles, Cal. display fixtures, figures, forms 
ost Pie vin ih low prices, write wa ST —— or special decorations you do 
ost or particulars. as ll josate Bab ean ran f r istic “ 39 
ee P Mr. F. Tibbetts, Aeeesores We tcac yu how by hia not need. Use * for sale” ad 
Display Manager Fe eee eT | ee Ore Tichanes 
- the FORBES & WALLACE also sell “Imported “Theatrical | Scenery of The DISPLAY WORLD. 
; OR Springfield, Mass. co Wosivaied Tiere pole Price ey 
Enkeboll Art Institute, Omaha, Neb. 
alue 
= OPPORTUNITY EXCHANGE ADS ARE “GO-GETTERS” 
: No part of the display field is overlook by The DISPLAY WORLD. 
as No part of The DISPLAY WORLD is overlooked by those interested 
in the display field. That’s why your advertisement in the Oppor- 
ee tunity Exchange will get results. 
At The rate is low, $1.50 per column inch 
‘The results are always satisfactory 
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You Can Acquire Draping Technique 
From This Master Text Book 


= es eee aa a FER a & ie, i+ 
mer RENE SS RO EC PORE ok ha ON ES 


Cthe ART of 


DRAPING : 


ee eos 
O27 


MERCANTILE DISPLAY 
5 


Jerome A. koer ey. 





Jerome A. Koerber wrote his book, THE ART OF DRAPING, with one idea 
in mind and that was to present to the displaymen of the country and those that 
sought proficiency and advancement in the display profession a clear and concise 
presentation of the fundamentals of mercantile and display draping. 


That he succeeded is evidenced by the large sale it has already had and which 
is increasing from month to month. 


It is a pleasure to quote here the remarks concerning Koerber’s ART OF 
DRAPING by such an eminent display artist as R. T. Whitnah: ‘I believe THE 
ART OF DRAPING is one of the most thorough books of its kind I have ever seen. 
It is of value both to the display manager and his assistants. I know I shall learn 
quite extensively from it.” 


TO KNOW THE FUNDAMENTALS OF DRAPING AND 
LEARN HOW TO CORRECTLY EXECUTE ALL OF THE 
STANDARD DRAPES YOU SHOULD HAVE THIS NEW BOOK 


Profusely illustrated with over 100 illustrations and diagrams; one hundred 
twenty-eight pages; size 7!/2x10!4, inches; beautiful, substantial cloth binding. 


Price $3.00 Postpaid 


THE DISPLAY PUBLISHING CO. 


1203-11 SYCAMORE STREET CINCINNATI, OHIO ~— ; 


Tear Off and Mail Today 


SPECIAL OFFER  iulienetiaentiestiestinnsiiandnentbammntan Couttoertten tartan 
= incinnati, io. 
A copy: of this new book, THE ee Se ee ee ti, Oh 


ART OF DRAPING, together 


with a year’s subscription to The 


Gentlemen: Enrlosed find money order for $3.00 for one copy 
of Koerber’s ART OF DRAPING. Ship postpaid to following 
address: 








saving of $1.00—both for $4.00. 
If you are already a subscriber 
subscription will be extended. 
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Make Your Own Show-Cards Better, 
Quicker, Easier, with the “STENCILOR” 


See it at the N. A. R. D. Convention, Booth 28, Mechanics 
Hall, Boston, Mass., Sept. 24-28, or at National 
Business Show, Booth 202, 69th Regiment 
Armory, Lexington Ave., 25th and 26th St., 
New York City, Oct.'22nd to 27th. 


Display Material Company 


191 PEARL STREET, NEW YORK, N. Y. 


(Between Maiden Lane and Cedar Street) 


Exact reproductions of “STENCILOK  insade 
cards yours for the asking, or we will make — 
any card for you. 














YOUR WINDOW IS YOUR STAGE 





EFFECTS. Spot Lights, Flood Lights and Reflectors. 


Wall Bracket Reflector. CATALOGUE FURNISHED ON REQUEST 
Universal Electric Stage Lighting Co., Inc., 321 West 50th Street, New York, N. Y. 


LIGNINE (WOOD) CARVINGS | 


— UNBREAKABLE — 

WILL HELP CREATE—Beautiful Backgrounds, Screens, 
Panels, etc. Heads, Scrolls, Shields, Wreaths, Rosettes, 
Festoons, Drops. 

PERIOD CARVINGS—Adam, Louis XVI, Hepplewhite, 
Chippendale. Cheapest and Best Trim Made—Will Last 


for Years. 


New No. 9 Catalog and Sample—FREE 


ORNAMENTAL PRODUCTS CO. 


W. LAFAYETTE AVE. DETROIT, MICH. 





























‘No, 962 2 SIZES 











How to Increase Display Efficiency 


(Continued from Page 28) 





can be installed without material changes in the 
window floors and at the same time the equipment 
is relatively inconspicuous. 

The attracting value of displays can unques- 
tionably be increased by the use of spotlights. As 
’means of commanding attention to a particular 
object in a display the spot-light is unequaled. As 
the star in the chorus is singled out by the spot- 
light so can attention be centered on certain parts 
of a window display. Especially effective is the 


flooding of the entire window with colored light 
while unmodified light from the spot-light brings 
out in bold relief some important object. 

The spot-light can be located at any point along 
the front and top of the window, fully concealed 
from the view of passersby. More than one spot- 
light to bring out the important objects of a display 
can be used to advantage, and in such instances the 
alternate flashing on and off of these — lights 
will add to the effectiveness. 
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Dow’s Again Pick Onli-Wa 
America’s great drug chain relies upon this famous line for 
complete fixture satisfaction when opening Store No. 24. 


Originated and man- 
ufactured by us. 











Write for New Sup- 
plement and Catalog 


No. 11, containing 

the designs Dow’s 

selected — also many 
others. 





cee, 


Dow’s, of Cincinnati, are known the 
nation over. They have enjoyed an over- 
whelming success with their modern 
drug stores. From time to time they 
add a new link to their chain. Invariably 
Onli-Wa fixtures are installed. 


A few weeks ago Store No. 24, perhaps 
the finest in the country, was opened in 
the Gibson Hotel Building. Police had to 
keep the crowds back. Never did a Dow 
store opening attract so many people or 
so many dollars. 


Some of the Onli-Wa designs (see illus- 
tration) helped start the crowds coming 
that day and have helped bring the dol- 
lars into the store every day since. 


The Onli-Wa Fixture Co. 


401 Beckel Building . 


Dept. D. W. Dayton, O. 








§ Pacific Coast Display Notes | 


4 
2 














moro Dave E. Anderson A 


N Los Angeles, the month of August has been 
one of thrills for the lady shoppers whose per- 
fect delight is to bargain, and the many clever and 
original window displays have done their share in 
attracting throngs of eager shoppers early and late. 
At Hamburger’s, the “Rag Man,” made entirely of 
cloth, with comic painted features, dressed in a 
woven rag rug suit, called everyone’s attention 
to the splendid values in woven rag rugs. This is 
only one of Mr. Alhroth’s clever sale displays dur- 
ing this past month. 








000 
During the past month some advance fall cre- 
ations have found a place of prominence. At 


Robinson’s, the artistic card in the large corner 
window announced, “From abroad, come these 
lovely trimmings.” In the background of this win- 
dow was a panel of gorgeous black and gold silk 
brocade. Drapes of gold fringe, beautiful oriental 
trimmings in harmonizing colors, and exquisite 
gold and black laces, produced a wonderfully at- 
tractis= display. Another of Mr. Pettit’s displays 
for Rubinson’s, also accomplished from materials 


from the trimming section might be termed “A 
Study in White.” A beautiful white silk brocade 
panel, against which was an exquisitely decorated 
mirror with a silver frame, formed the background 
for a lovely wax figure. She was posed upon a 
plateau of white, and her gown was a handsomely 
draped creation of white silk lace and pearl trim- 
mings. At either side of the lady were drapes of 
exquisite white silk laces, accomplished by the 
use of large silver circles and silver chrysan- 
themums. 





000 
Mr. Menard, display .manager for the Broad- 
way Department Store used the sail boat in connec- 
tion with the “23rd Annual Department Managers’ 
Sale.” The cards, possibly two feet by three feet, 
represented the artist’s canvas on the easel; the 
painting being the graceful sail boats outlined 
against the blue of the ocean and the sky. These 
cards in each window told of the many, many bar- 
gains to be had in the different departments. 

000 
Two other displays at Robinson’s which are of 
much interest to the younger lady and her mother 
just now, are those entitled, “Off to School.” The 
first window shows the young lady and her friend 
attired in clever new fall school dresses, pack- 
ing the brand new dress wardrobe trunk. The 
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room, typical of a young girl’s room in its charac- 
teristic confusion, contained everything possible to 
desire. In the next window m'lady, smartly togged 
for traveling, was perched upon her trunk. Placed 
in characteristic fashion the box of chocolates, the 
magazines, the golf clubs, etc., completed what a 
displayman would consider an almost perfect dis- 
play example from the standpoint of detail and hu- 
man interest appeal. 





000 
—The New York Store featured a display of 
“Mandarin” millinery, in an Oriental setting. The 
dark blue velvet background, beautiful Oriental 
lamps, chairs, rugs, silk scarfs, and pottery served 
to accentuate the beautiful colorings in the new fall 
designs. The red spot light cast just the proper 
glow upon the entire setting. 

000 
—Herman Lembke is being freely complimented 
on his powerful and beautiful knitted outerwear 
display, illustrated in the August issue of The 
Display World, and which, incidentally, won for 
the artist a cash prize of $150.00. Mr. Lembke 
directs displays for the Columbia Outfitting Co., 
Los Angeles. 








000 


—tThe displays at Bullock’s during August have 
been the same dignified, near perfect merchandise 
arrangements which are characteristic of Mr. 
Cusanovich’s display work. During the time when 
the whole nation was in mourning for our late 
President Warren G. Harding, the large corner 
window of this store was, perhaps, the most effec- 
tive of all the windows throughout Los Angeles. 
The center of display held the President’s portrait 
in oil of more than life size. This beautiful painting 
was placed against a background of black plush, 
with banks of natural ferns and purple asters. An 
effective lighting arrangement was produced by 
spot lights from above. 
. 000 

—J. S. Southwick, formerly display manager for 
Sommer & Kaufman Shoe Stores, of San Francisco, 
has been made superintendent of the same institu- 
tion. A. F. Beerman, who formerly held this post 
will serve the Queen Quality Shoe Co., in the same 
capacity. 





000 





—tThe details of the remarkably beautiful memor- 
ial display arranged by J. Walter Johnson, Powers 
Furniture Company, Portland, Ore., on the occasion 
of President Harding’s death, have reached the 
most southern points of California. Newspaper 
teferences to this tribute indicate that Mr. John- 
son’s display observance was one of the most effec- 
tive and beautiful ever witnessed in the great North- 
west. We anticipate its reproduetion in one of the 
tarly issues of The DISPLAY WORLD. 
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“Timberlake” Colored Light Screen | 


Lowest Priced Screen on the Market 


Aare 





Bice tel sNpepreeetu bus. 

Colored lighting effects now possible at moderate cost, by 
using “TIMBERLAKE?” Reflector Screen No. 754, as shown. 

Fits almost any shape of reflector up to ten inches diam- 
eter, and adjusts itself instantly to different sizes. 

Takes 10x10-in. square colored Gelatine slides, in red, blue, 
green and amber. Combination of these different slides will 
give a wide range of color effects. 

Supplied with or without the colored Gelatine sheets, 

Price per dozen for the Reflector Screen only, without the 
Gelatine color sheets, 

Prices of sheets in “the different colors, $1.00 per dozen 
sheets. Be sure to specify whether colored sheets are wanted 
and quantity of each color desired, 

These prices are strictly F.O. B, Jackson, Michigan, and 
terms are 30 days net from invoice date, 2 percent 10 days. 


J. B. Timberlake & Sons 
Dept. D, Jackson, Michigan 
SOLE MFRS. 


Manufacturers Store Display Fixtures and Wire 
Specialties 


























| VALANCES 





OUR SPECIALTY 
> 
y 
> 


$ Give us a description and lay out of your store front 

» and the type of trade you cater to and we will design 

the proper va‘ance for you, no charge for this service, 

also a complete stock of silk plush, write for price. 
Karl L. B. Roth, Manufacturer & Designer 

. FINDLAY, OHIO ~- 
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THE IDEAL MARKING SYSTEM FOR VARIETY STORES | 


HOPP PRESS SYSTEM OF SECTIONAL 


PRICE TICKETS 


Patented July 6, 1920, November 29, 1921. 

Used by thousands_of stores throughout the United States, 

“CONSIST OF INDIVIDUAL CARD NUMERALS 1 TO 0” 

Prices up to $9.99 may be made up as occasion requires 
without carrying in stock any particular price cards, elimi- 
nating all waste. 

SPECIAL VARIETY STORE ASSORTMENT 

Supplied in blue or red print 

Window or Counter sets of 250 assorted H 
cards, 2 inch print (all characters 1 to 0 and $ 00 
$1 to $9) and 25 enameled card holders, includ- e 
ing 12 display cards, size 4x6 inches. 
Mail orders promptly filled—Samples and catalogue on request 


THE HOPP PRESS, INC., 
132 West 14th Street Jumbo Dept. New York, N. Y. 
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A REAL Show Card 
Writer’s Outfit 


With Watson’s “Monogram” Show Card Writer’s 
Outfit you can’t help turning out rapid, high class 
artistic show cards. And your materials will always 
be in one place and kept clean and free from dirt. 


Look at the list of contents 
below and then at the price. 


Only $5.25 Postpaid 


Everything nicely and compactly arranged in a well-made 
box with hinged cover. Shipped prepaid on receipt of price. 

Send for our new complete catalog of Show Card Writers’ 
supplies. 


WATSON’S SHOW CARD. WRITERS’ 


Up-To-Date. Consisting of 
7—2-0z. bottles assorted show 


OUTFIT 


card colors. 

1—No. 4 Red Sable show 
card brush. 

1—No. 8 Red Sable show 
card brush. 

1—No. 10 Red Sable show 
card brush. 

1—4%-in. one stroke Black 


Sable brush. 

1—%¥%-in. one stroke Black 
Sable brush. 

1—Dozen Hunt’s round writ- 


ing pens. 
2—Refills for same. 
1—Marking. 1 shading pen. 
1—Bottle black card writer’s 


ink, 
1—Book, -“How to Write 
Signs and Show Cards.” 
All eo in hinged wood 
box. ailing weight, 5 Ibs. 


GEO. E. WATSON CO. 


62 W. Lake Street Chicago, IIl. 
BEBBEEHEHBEHBBESRBEBEHE HRB aB SB SB SB 
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BRUSHES — COLORS — CARDBOARD 


Address: 


DE 


| Cop yd 


Paittls 6a ae 
your 





Supply Dept. 


DETROIT SCHOOL OF LETTERING 
TROIT 


BRUSHES—COLORS—CARDBOARD 


MICH. 
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Hundley’s Display of Fall Footwear 


——J. F. Hundley, display manager for C. M. Stendal 
Shoe Company, Minneapolis, has been freely com- 
mended on his excellent display presentation of Fall 
foot-wear, arranged during the last week of August. 
A beautiful lamp fixture, with hundreds of prisms, 
suspended from the ceiling together with ornamented 
floor lamps and large basket of artificial flowers pro- 
vided the decorative essentials for the setting. The 
merchandise was excellently selected and arranged 
midst an atmosphere perfect in color influence and 
harmony. 





Lr ea 
Unique Handkerchief Display 
—Young & Quinlan Company, Minneapolis, had 
a most effective and unique display during the past 
month in which handkerchiefs were featured. The 
display was made to represent a handkerchief gar- 
den, with gazing globe and fountain effect attained 
by skillful manipulation of draped chiffons. 
play was arranged by W. K. Taylor and was most 
resultful in points of attention-getting value and 

sales. 
a 
MacDonald a High-Powered Executive 
——Up in Duluth, Alex MacDonald keeps up the 
standard of display excellence established several 
years ago when he first assumed charge of the dis- 
play department for the Glass-Block Stores, Inc. 
“Alec” is not only an artist of the highest rank, but 
a high-powered executive as well—and best of all, a 
“he man” whose guarantee is just as good as the 
signature on Uncle Sam’s gold bonds. 
natcaciiaiimaseetl 
Millward Still Interested in Display 
——B. J. Millward, sales manager for Mannheimer 
Bros., St. Paul, is a very busy man these days, but 
finds time to cordially greet any displayman that 
wends his way towards the sanctum sanctorium of 
the portly director of sales. B. J. is still a display 
manager at heart and says he wouldn’t miss the Buf- 
falo meeting for a goodly slice of next year’s Stand- 
ard Oil dividends. 





witdcpatis 

The Busiest Man in the Northwest 
—‘“Dick” Meyers, popular display manager for 
The Emporium, St. Paul, is busily engaged in Fall 
display planning and promises something new and 
interesting. “Dick” always gives us that in spite of 
the fact that he seems to be the busiest man in this 
neck of the woods. 

eckselabbis tealemess 

Hopkins a Credit to Profession 
——J. E. Hopkins is’ another Duluth artist whose 
fame has spread through the display world, and is 
the type of his illustrious townsman, Alex Mac 
Donald. For many years Mr. Hopkins has given 
liberally of his time in the interest of the Interna- 
tional Association of Display Men, and is one of its 
representative members. 
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New Introductions 
for Store and Window 




















“MORE THAN A CATALOG” IS WHAT THEY SAY 
OF HUGH LYONS & CO., BOOKS 


Displaymen and merchants will find in the new series 
of catalogues, just issued by Hugh Lyons & Company, 
the most valuable and interesting material of this char- 
acter ever published. The organization of Hugh Lyons & 
Company enjoys a national reputation as the leading dis- 
play fixture manufacturer in the country, and their 
products are to be found in many of the greatest retail 
institutions. 

The new series of catalogues includes all store classi- 
fications and is profusely illustrated with unusually effec- 
tive window displays indicating the correct application 
of the important essentials in display work. Fixtures 
and accessories for every conceivable store and window 
use are presented in great variety, with detailed informa- 
tion concerning materials, finish, price, etc. All of the 
period designs that have characterized fixture introductions 
of the Hugh Lyons Company during the past few seasons 
are illustrated and described, and in addition are the latest 
period conceptions of Hugh Lyons’ designers. 

Whatever the merchandise line carried Hugh Lyons & 
Company., has a new catalogue that will be of interest. 
If you own or manage a store, or direct a display depart- 
ment, it will be to your interest to have them all. Just 
write to Hugh Lyons & Company., Lansing, Mich. 


DAILY ISSUES NEW CATALOG 


Every displayman and card writer should have a copy 
of Catalog No. 10 of Daily’s “Perfect Stroke” brushes and 
supplies, issued by Bert L. Daily, Dayton, Ohio. 

Having been for years a displayman and cardwriter 
himself, Mr. Daily .has made a specialty of supplies best 
adapted to the needs of the retail store. It is evident 
from the arrangement of the catalog that Mr. Daily has 
had this fact in mind, thus making it easy and convenient 
to select the supplies required. 

The “Perfect Stroke” line has been a favorite with 
card writers for many years and is well and favorably 
known wherever brushes and supplies are used. Mr. Daily 
will be glad to mail a copy of his new catalog to any dis- 
playman, card writer or merchant on request. 








DETROIT SCHOOL OF LETTERING 
ISSUES NEW CATALOG 

The Detroit School of Lettering, Detroit, Mich., has 
just issued their latest catalog on Strong’s Celebrated 
Blue Handle line of brushes and supplies. 

Mr. L. S. Strong, the president of this pioneer insti- 
tution, founded by his father, the well-known Charles J. 
Strong, states that they have been serving displaymen 
and card writers since 1899, and are now in their twenty- 
fourth year of service to the field. 

The new catalog illustrates, describes and prices a most 
complete and high-grade line of brushes, colors and sup- 
plies of every description for the show card writer and 
sign painter. 

The catalog is now ready for distribution and Mr. 
Strong will be glad to mail a copy to any reader of The 
Display World who uses show card materials and supplies. 
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Be Sure To Read 


The 1923 Fall Special 
Issue of Signs of the Times 
Out October 1 
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The 1923 Fall Special Issue of SIGNS 
OF THE TIMES, out October 1, will be 
a greatly enlarged edition with a wealth 
of ideas and suggestions for the show 
card writer, poster artist, background 
artist, sign-man and letterer. It will be 
the biggest and best issue we have ever 
published. Be sure to get a copy from 
your newsdealer. 


MOST PROMINENT NEWSSTANDS 
carry SIGNS OF THE TIMES each month. 
If they are sold out they will be prompt to 
order a copy for you, for SIGNS OF THE 
TIMES is handled by the American News 
Co., and its branches throughout the coun- 
try. Some readers place a standing order 
with their newsdealer for a copy each 
month. 


Or you can subscribe through your 
newsdealer and he will have your copy 
mailed to you each month to your home 
or business address. 


$3.00 a Year—$3.50 in Canada 
30c per copy. 


The SIGNS OF THE TIMES Pub Co. 
1209-11 Sycamore St., Cincinnati, O. 


























FOR FALL 1923 


One of Many Novel Designs 
Hand Blocked Panel Papers 
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Genuine Pigment Colorings: Grey | 
Ground, Yellow Wistaria, Blue Birds, 
Black Tree, and Green Foliage. Send 


for Samples. 


QUALITY PANELS 


—IN ROLL FORM — 


Japanese and Chinese Effects—Blacks 

and Whites you have never seen before. 

Belgian Sunburst Designs — Parisian 
Stripes, and a host of bold effects. 


Beautiful bound book of Samples 
11x12 sent you for selection when 
planning a novel display. 


Murdison Display Service 
67 Wade Avenue Buffalo, N. Y. 


“When you get a good thing 
Remember where you got it.” 
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SILK FLAGS pispcay man 
TASSELS, CORDS, TRIMMINGS 
D. C. HUMPHRYS CO. 


Founded 1874 


809 FILBERT STREET 


Special Flags to Order Philadelphia, Pa. 














SEEK A NEW POSITION? 


Use The Display World 
Opportunity Exchange 
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must measure up to the high standard 
of modern display methods if it is to 
reflect adequately the prestige and 
enterprise of the store. 


This high standard is readily and un- 
failingly obtained through the use of 
BOTANICAL QUALITY PROD- 
UCTS—always new, distinctive and 
beautiful. 


Our salesmen are now calling on the 
trade with the new holiday line, in- 
cluding some remarkable European 
novelties just brought back by our 
buyer. Displaymen, accustomed to 
seeing the unusual and beautiful in 
each season's showing of Botanical 
Decorations, will be more pleased 
than ever. 
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SSMORE & DAMON, Inc. 


404-408 WEST 27th STREET 
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